$100 for a new name for spot— p. 42 
Is radio flexible?— p. 25 
Station representatives' lament— p. 34 
Custom-built networks— p. 32 

I 

Executives of A. S. Beck (shoe chain) become inteies'ed in TV— p. 36 [ 




Chances are you can recall some favorite teacher whose friendly interest 
helped shape your life, earned your affection. So, while the apples teachers 
get may be perishable, the fruits of their efforts with pupils are not. 

In the communities they serve, the fruits of Fort Industry Stations' public 
service efforts are lasting, too. 

More, as part and parcel of everyday life in their localities, the seven 
stations listed below have earned the same kind of affection that favorite 
teachers do . . . have become trusted and listened-to friends of their com- 
munities. To advertisers this means these stations speak with voices of 
authority. 




THE FORT INDUSTRY COMPANY 



WSPD. Tole.lu, (). • WWVA. ^^ lirrlinp. \X . \ a. • WM M N. Kairmonl. W. \ a. 
WLOK. Lima. <>. • WAGA, Allonia. <;■. • WG8S, Miami. Mo. * WJ8K, Driroil. Mirh. 
A'lrionoi >o/n flfiiiltfunrtrrM: 327 Lfxinfstttn Are.. .\etr \ork 1 7, tllilorado S-2 f33 
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WFIL-FM FAX 
STARTS WITH 
7 ADVERTISERS 



5-CITY 

LISTENING UP 



NBC TO GO 
ALL OUT FOR 
FRIDAY NIGHTS 



POLITICS FORCE 
EARLY PLACING 

OF SPOT 



WESTCLOX 
TESTING TV 



TWO NETWORKS 
FOR ALASKA? 



WERE SHOWS 
LOUIS-WALCOTT 
FIGHT TO 6,000 



WFIL-FM 's first commercial eight-page FAX edition of Philadelphia 
Inquirer July 15 carried advertising for 7 advertisers, including 
Bold Cigars, Parkway Bread, Greystone Wines, Lit Brothers (depart- 
ment store), J. M. Horn advertising agency. 

-SR- 

Listening in 5 areas surveyed by Pulse — Cincinnati, New York, 
Chicago, Philadelphia, Boston — was up for May-June with these areas 
combined producing more dialing than year ago. Baseball stations 
contributed to maintaining high level of radio interest. 

-SR- 

This fall NBC will concentrate on building Friday night as week's 
top listening evening. Strong line-up of programs plus sizable pro- 
motion budget are combined to fight nighttime sportscasts generally 
scheduled at this time. 

-SR- 

Regular and seasonal advertisers are placing national spot schedules 
months earlier than usual due to fear that political broadcasting 
may tie up many hours previously available. 

-SR- 

General Time Instruments Corporation (Big Ben-Westclox) , which 
hasn't used broadcast advertising for over 10 years, is testing TV 
for 13 weeks ending September 22 via WBKB, Chicago. Once-a-week 
minute film is being used. 

-SR- 

Alaskan income has so pyramided during past 3 years that area not 
only justifies 5-station network but there is talk of 2 networks 
within next 3 years. Lot of money is being poured into territory by 
Washington which looks upon Alaska as prime defense area. 

-SR- 

Although Wilkes-Barre, Pa., has no TV station, WBRE demonstrated 
RCA's 7' X 9' projection set night of Louis-Walcott fight to 5,000 
fans outdoors at station's FM transmitter and proposed TV site. 
Another 1,000 saw fight on four other receivers. Traffic previous 
night when fight was cancelled on account of rain was jammed for 7 
miles back to Wilkes-Barre. Fight was picked up from Philadelphia 
station. Hooper's Telerating on Louis-Walcott fight was 86.6, top- 
ping radio's greatest index, 79.0, reached by FDR's war message. 
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.SPONSOR REPORTS. . .SPONSOR RE 



MYSTERIES AND 
AUDIENCE PAR- 
TICIPATIONS 
LEAD 



L. A. EXAMINER 
AND DON LEE'S 
KTSL JOIN IN 
TV COVERAGE 



STATIONS PLAN 
CORRELATION OF 
LOCAL MARKET 
DATA 



16 LANGUAGES 
ON N. Y. AIR 



Leaders in summer network fare are 8 mysteries and 5 audience par- 
ticipation programs. "Take It or Leave It," 2 "Stop the Music" 15- 
minute segments, "Break the Bank," and Bob Hawk are in Hooper "First 
Fifteen," as are "Fat Man," "Mr. D. A.," "Your FBI," "Big Story," 
"Gangbusters, " "The Sheriff," and "Mr. Keen." 

-SR- 

Don Lee TV and Los Angeles Examiner have signed long-term mutual 
assistance pact insuring Don Lee's KTSL of top-flight news coverage 
and the newspaper of headline TV promotion. 

-SR- 

Emphasis on market research by newspapers is forcing stations to 
augment research staffs or else employ free lance marketing research 
men to correlate information on distribution, finance, population 
growth, and other data of importance to sponsors. Broadcasters are 
prepared to deliver facts beyond coverage and listening figures to 
advertisers upon request. 



-SR- 

Fo reign language broadcasting has diminished throughout U. S. but 16 
languages are broadcast in New York. WHOM and WOV air 155 hours 
each in Italian weekly. 



WEVD devotes 80 hours weekly to Jewish. 
Other languages aired on 5 stations (WBNX, WEVD, WHOM, WOV, WWRL) in 
metropolis are Polish, French, Czechoslovakian , Armenian, Lithu- 
anian, Russian, Hungarian, Ukranian, Syrian, Swiss (French & • 
German), Spanish, Irish, German, and Greek. 

-SR- 

20th CENTURY-FOX While all motion picture companies are getting their feet wet in TV, 



LEADS FILM-TV 
INVASION 



most active from program point of view is 20th Century-Fox. Not 
only has Skouras organization released newsreel to Camels but during 
July it signed agreement with UP to service UP-subscribing stations 
with stock film to give pictorial life to UP Telecast News. 

-SR- 



RADIO MFRS 
PLAN BIG SET 
ADVERTISING 
CAMPAIGNS 



Over S2, 000, 000 will be spent in advertising by radio set manufac- 
turers this fall tying in with election broadcasting. Admiral's 
contest for distributor-salesmen alone offers $100,000 in cash 
awards for extending Admiral's dealer organization. More energetic 
radio manufacturers become in selling sets, bigger broadcasting's 
audience becomes. 

-SR- 



SPORTS STILL 
TOPS IN TV 



5 of Top Ten TV programs in New York as reported for June by Pulse 
are sports. Other 5 are film, amateur program, singer, kiddie show, 
and TV coverage of "We, The People" radio program. 



SPONSOR 



Verified anew by 1948 Listener Diary Study! 



KIAHOMACITX 



WKY lEADS IN AUDIENCE^'^'^*'^ lime in coinpelition wiili 

20 ollit'i statiuii> ill Oklahoma (iity and tlic ll-ciiiinty 
area, \i\u> ilo/cii.s more ^vliicli can lie licanl from oiu^i'lc. . 

WKY LEADS DAYTIME ''"'■'"S -i-fi'/i ""t "f '^'i- '|U"rl«''"-li"U'''-- 

WKY ItADS NIGHTTIME''"' '"S l'>"' "f iinartcr-lioiirs. 

WKY LOCAL PROGRAMS ■" '''*'*'' '^frS'''' !-liarr> of aiiilirnrr, on llic 
a\eraj;<-, than rithcr NltC or traii.-crihcd .-how^. 

WKY PROGRAMS *-'*'i'^'^t*'iill> hiiihl larj;er lu't weekly audiences 
than tlie com|>etitioii. 

WKY IS FIRST CHOICE"'^ Oklulioina li^tellcrs, .dearly and unniis- 
lakahly . . . and tlic I5EST HUV for adverti><-r>! 



dominates 

all competition 



» • . in Central and Western Oklahoma 




t TWENTY oilier stalioiis in Oklahoma Cily and 
itiiiiiejialc ll-coiinty area, dozens more outside. 



1948 LISTENER DIARY STUDY was ronducled by Viidience Siir%<>ys. Inc., 
in (lie U Oklahoma rouiilies in %vliich KV Iia;* .lO/^ or more flMB 
coverage day aiul night, dnring the wcvV, heginning January 26. Findings 
inclnde se(s-in- ii$e, li^talion ratings, share-of -andienre, net \s eekly 
audience, aiitlience flou* and eoiiipo^ition l>y (|iiarler-hours. Complete 
detaiU available from \\ KV or Katz Agt-ney representative?-. 



WKY OKLAHOMA CITY 



Ohnkd and operated hv The Oklahoma PiiiLisni>c Company: The Okhhoman and Times — The Kahmer-Stockma.'<( 
KVOR, CoLOiivDO Springs — KLZ, Denveii (Ajliliated ilana^emeni ) — Kephkse.\ted by The Katz AcencV 
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SPONSOR REPORTS 

40 WEST 52ND 

MR. SPONSOR: BILL HART 

P.S. 

NEW AND RENEW 

ON THE HILL 

IS RADIO FLEXIBLE? 

U. S. HOOPERATINGS 

POINT-OF-SALE BROADCASTING 

CUSTOM BUILT NETWORKS 

REPRESENTATIVES' LAMENT 

A. S. BECK COMES TO TV 

TV RESULTS 

$100 FOR NEW NAME FOR SPOT 
DIALING HABITS DIFFER 
BROADCAST MERCHANDISING 
MR. SPONSOR ASKS 
SPOT TRENDS 
CONTESTS & OFFERS 
SIGNED AND UNSIGNED 
CONTEST & OFFER TRENDS 
SPONSOR SPEAKS 
APPLAUSE 




1 
4 
10 
12 
17 
22 
25 
28 
30 
32 
34 
36 
40 
42 
44 
48 
S8 
68 
72 
84 
87 
94 
94 



I'uIiIi«Ih-iI inoiithly l.y SPONIOR PUBUCAIICNS INC. ExrcUlivr, 
Uiloiial. ami Atlvirt.uiB ( ffi ij- il Writ 5? find ^(■^^ 
Vork 19, .N V TcltrJioni- Plain 3 f,210. ChlcafO Cffirc; 3r,C.V. 
.Mirhipin .\vr.. Trlcphonc hi annul ISS6. Publiration OBicrs 
5MKI Ncirlli .Mininr PimtI, Phibd.lpliin 41. Pa. Subecri|. 
lioiin: I lutol .•'tuli-s IS a }rnr;( an.nla !5 5(1. Sinclr ropifs SOc. 
Pnnird II] I J' A. ( opyniilil HH.s IPONSCB PUBIICAIIONS rNC 

Pmudint an.) l>ul.li.shrr: .Norn an It (ilinn. Fern-Ion - 
Tr< «*uriT Mainr I nii|>'r iin Milnr. Jim pli ,M . Kc» hlrr. 
AsKM-itIr 1-aIiIoi?. tiank Hnnni.lrr. Ctiarlrs .*»inclair. Art 
Dirrcloi. llo»aril \^r^ll^ll'r AdviTtminii Dirrclor: Ixjlrr 
J HlunirnthnI Advirl me Drparimrnl Kohrrl H .-ulr; 
(Chirm«o .Manatrr Jirrvdhnnjr ; Ln* Anpi ImlDunranA Sonit 
* Co . 44'> S. Hill .''l ."^an fraiin o Dulinin A. ."VoK 4 Co.. 
MilU hWir. Cimilalinn .Mnimcrr. .Millon Kayc. 
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COST CORRECTION 

^ _ In reference to your July issue, on page 
86 you list our program "It's a Hit!" as a 
live package program. This is correct. 1 
would like to correct the cost figure you 
indicate, however. A participation on 
this show is $175 . . . which includes time 
and talent. Also, the contest each week 
is between two groups of men and women, 
any business, not only schools and clubs. 

Louis E. VVestheimer 

Presideut 

Wcstlicimer & Co., St. Louis 



MISSING ISSUES 

A review of my library of sponsor 
reveals the following issues missing: 
December 1946 
March 1947 
April 1947 
May 1947 
Can you help me fill in the gap? If 
>'ou will advise which issues you can 
supply, and the amount, I will forward a 
check immediately. W'e consider sponsor 
an excellent research library on the sub- 
jects >'our articles have covered. 

Tom D. Scholts 

SScholts Advertising Service 

Los Angeles 

^ S<inic hack issues arc ii<> longer iivuiluhle. 
However, a few hound voIlinieK of the first 12 
lK}{ues (.\o\'eniher I**4<i tliroligli October 1947) 
can Ntill he purchased on a first cotne. first 
ser\-ed hasis at SHl per volume. 



r.li 



*l*'T"l HI \ I*r( k Rh(- n IT paii> f iiTiitivt 9 
i.Tr,. Ill ItlrviMdi 7 hiiv p«v, piHuIr flnr\ 5tRrt> 



DOWN UNDER 

Many thanks indeed for yours of the 
25th March by which \ve note that as yet 
you have not made a complete study of 
the wine industry, but we look forward to 
receiving this information in due course 
when you decide to publish same. 

As subscribers to sponsor, we derive 
very useful infomiation and data concern- 
ing the American broadcast industry, and 
find that the various case histories quoted 
are of exceptional value to us in our oper- 
ations. Being the only commercial sta- 
tion in Australia operating on a continu- 
ous 24 hours per da> schedule, we find 
that our problems are ver> akin to those 
of our American colleagues, and con.<;e- 
quently your magazine provides most use- 
ful references in all aspects of commercial 
broadcasting. 

Francis E. Levy 
Sales Manager 

Commomcealtit Broadcasting Corf^. 
/'fy. Ltd., Sydney, Australia 
^(Plaise turn to (fage 6) 



More 
Listeners 
per Dollar 

...in Dollar Rich 
Piftsburgh 



Dollar for dollar, WW.SW (jives 
you more listeners than any 
other station in the potent Pitts- 
burgh market, because \ic are 
giving Pittsburghers what they 
want to hear 24 hours a day. 

We know they like ioff o* siorffv 
So, we give It to thein! We know 
they enjoy plenty of poiuiar 
inufic. So, we give It to thein! 
When foinething big occurs in 
Pittsburgh, we know they wont 
to hear about it — when it happent. 
So, we have pertnonent retnote 
lines terinlnating ot over twenty 
vitol points In the city frotn which 
we con — and do — broadcast un- 
usual hoppenings ot o tnotnent's 
notice! 

That's the kind of programming 
that has made WWSW a strong 
listening habit in I'ittsburgh, 
through si.xtcen successful \ cars 
of broadcasting. A listening 
habit that has brought cir<-cti\ c 
radio results to a host of cash 
conscious advertisers —both 
local and national*. 

Count us in on your fall radio 
cainpaign, and you, too will profit 
by tested voluine-per-doilar 
value with . . . 



wwsw 

PITTSBURGH'S 

Ala/or Independent 

WWSW, Inc. 
Keystone Hotel, Pittsburgh, Pa. 

*Ask For/oe 



p^e Voed It 

m Mid-AmeHcai ^ 



L ONE STATION • ONE SET OF CALL LETTERS 



ONE SPOT ON THE DIAL • ONE RATE CARD 




\..atfd Millms 
of ListeMet's ! 



NEBRASKA] 




Response from listeners throughout 6-state Mid- 
America area indicates audience approval of 
KCMO's diversified programming. Mail response — 
(shaded area on map) — has come from 415 counties 
in 6 states, plus 22 other states not shown above! 

Inside the measured millivolt* 213-county area 
are over 5 million people . . . 54% rural, 
46% urban. With KCMO's 50,000 watts 
daytime non-d/recf/ono/, you're sure of 
reaching the entire Mid -America market. 

for ONE STATION coverage of Mid-America, 
center your se///ng on KCMO. 

AUGUST 1948 



* 50,000 Watts Daytime, Non-Directional 
.... 10,000 Watts Night-at 810 Kc. 




Nofionol Represenfafive: John E. Pearson Co. 

CMO 

. . . and KCFM — 94.9 megacycles 
KANSAS CITY, MISSOURI 

Basic ABC Staiior) for Mid-Americo 

5 



BIG in '47 



-GREAT in '48 



RADIO'S NO. 1 FOOTBALL SHOW 




•PREDICTIONS 

(85.6% Correct in '47) 

• HEADLINE NEWS 

• FEATURE STORIES 

• BIG NAME GUESTS 



COACH FRANK LEAHY 
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JARO HESS AGAIN 

Mr. Ralph Brcnan, owner of Radio 
Station CFBC, Saint John, N. B., saw 
your Jaro Hess drawings framed in our 
reception room, and nearly killed himself 
laughing. He is very anxious to get a set 
of prints, and as we represent his station, 
we would be most happy to pay for them 
if there is any charge. 

Keep up the good work— your maga- 
zine is getting bigger and better each 
month! 

S. W. Caldwell 
Managa program division 
All-Canada Radio Facilities, Ltd. 
Toronto, Canada 



ANOTHER TV AGENCY DIRECTOR 

We noted the list which you published 
in your July issue of advertising agencies 
having television departments. 
I You might be interested to know that 
we have recently opened a television de- 
partment with the writer as director. 
James L. Hill 
TV Director 

Son De Regger Advertising Agency 
Des Moines 



Head Coach and Athletic Director 
at the University of Notre Dame 

NAMED COLLEGE ALL-STAR COACH AGAIN IN '48 

'rr:iiis(Tilic(l f(ir l.,oc:il (ir Ko^idiiiil Sponsorsllip 1.") luiiililiN, 
once 11 week lor IwiMiIn weeks diiriti}; foolliiill sensoti hcfjiiitiiiiir 
week oi' \it«ritsl U) and caiix iii-r llitoiijrli Bowl {liiines .latiiiary 1. 
|{iM ()t(lc(l weeklx i'nlltiw iiif: hifr <;anies, and expressed I'oi- Tlinrsiday 
(If |-'ri(la\ l)i'iiad('astiti<;. 

I'roiiiolioiial I'ealiircs 'I'liis season's pr(i<.''i'aiti iiiclndes new pro- 
nidtiiitial I'ealures >iieli as atito^t'aplied i'nothalis and pltotoirraplis, 
ticwspiipef mats, lealnte and pnlilieilx sloties and ollief iticirliaii- 
disin}; and sales help to assntc tiie siiceoss of "Loali> of \olfe 
I )aitie." 

."^eoop ^'oiir .Markcl willi "Lcaliv of Noire Dainc" l°'()(itl)ali 
is jitsi ai'oittid the cofnef. lieal the rnsli l)\ reijiiesl ini; I'nll in- 
foi'tnal ion lodax . 

WRITE . . . WIRE . . . PHONE 

For Prices and Information 

GREEN ASSOCIATES 

PHONE — CENTRAL 5593 
360 N. MICHIGAN BLVD. CHICAGO 1, ILLINOIS 



COST INFORMATION? 

if you have available for distribution 
any additional material mentioned in your 
article Cost; the Classic Question which 
appears on page 113 of your July, 194S 
issue, 1 could certoinly use it. 

DON'ALD H. Arvold 

BBD&O 

Los Angeles 

^ Thfre is a cost chart on patii* .S4. 



FRIEND OF DEKKER 

Will yoit be .aood enough to let nic know 
the tipme of the individitpl appearing on 
the cover of your July Fall Facts Check 
List? 

1 am convinced that it is niv old friend 
William Dekkcr. If it is, 1 would like 
ver\' nnicli to dtop him a note. 

O. J . Nickel 
Sterling Drug Inc. 
Cwnmer Co. div.) 
Brnttlehoro. Vt. 

^ It "as Hill Dckkrr. 

Please turn to poge 5-1) 

SPONSOR 



With a Single Contract 



MERCHANDISABLE AREA 
■ BONUS LISTENING AREA 
SERVING 3.835,800 PEOPLE 





PACIFIC NORTHWEST BROADCASTERS 



P O BOX 1956 
BUTTE. MONTANA 



SYMONS BUILDING 
SPOKANE. WASHINGTON 



ORPHEUM BUILDING 
PORTLAND. OREGON 



6381 HOLLYWOOD BOULEVARD 
HOLLYWOOD. CALIFORNIA 



SMITH TOWER 
SEATTLE. WASHINGTON 



THE WALKER CO— 551 FIFTH AVENUE, NEW YORK CITY— 360 NORTH MICHIGAN AVENUE. CHICAGO. ILLINOIS 
330 HENNEPEN AVENUE. MINNEAPOLIS. MINNESOTA— 15 WEST lOTH STREET. KANSAS CITY. MISSOURI 
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LOVE AT FIRS 



One signifirant fart to come out of the field of television urograin- 
niiiij: is the active (and eonsistent) enthusiasm of the rritics for CBS-TV 
shouinanship. 

As each of the major CBS-originated and jirodueed Television shows 
has hit the air (and met the critic s eve) the resjtonse has heen innncdi- 
ale — a ca!>e of love at first sight. It is a|»|>lause not only for |>ur|)Ose. 
hut for fulfillment: for hotli iugeniiitv and techni<|ne — in news as in 
music, in varictv-couicdv and in "'remote" hroadcastin;;. 

Of far greater significance is this fact. Tu a medium which is still 
in it> infancy, these CBS-TV programs euuM-ge as fully iiuitiircd produc- 
tions on tlirir l ery first (iiriu!i — ii» the following connucnts clearly reveal. 



SIGHT 




j 



Here's what the critics said: 

TOAST <)F THE TOW^ Sunday. 9::iO-IO:;i<) 
'■Television seenie<l to advance five years, at least ...Sparked 
by Ed Sullivan hitting a new high as an aflai)le enieee. the 
video show maintained a speedway pace... With this show, 
CHS niove.« ahead of llie crowd as the leader in putting 
together Grade A Variety far<'." radio daily 

CBS-TV NEWS Monday thru Friday, 7::?0-7: pni 
"Much l)ftter than tlie («"ature-type newscast employed hy 
other video broadcasters." vauilty 
(Also tlie Amei ican Television Society's annual news award 
for ""the station witli the year's outstanding news program.") 

WllAT S IT WORTH? Fri.Iay. «>:()(MJ::iO pm 

"Prime televi>«i<m programming. . . It has visual and auditory 
appeal, eacli abetting the other. Its content is intriguing 
and devoid of monotony, and its format is pleasural)ly 
informal .. .There's a tremendous wealth of anecdote and 
human interest in the program." thk iiii.Liio.'MiD 

PLACES, PLEASE Moii.,Wed., Fri., 7:4.'>-«:00 pm 
"This new backstage tele series, giving featured performers, 
bit players and chorines from Hroadway a chance at some 
individual stuff, has a warming informal (juality that makes 
attractive video. ..Barry Wood a» proilucer-singer-emcee... 
hits it satisfyingly." varikty 

FACE THE .MUSIC Mon. thru Fri., 7:l.>-7:3(» pm 

"Heres one of the neatest little mut-ical packages to be 
wrapped up for television." ( producer) .. ."has wisely 
dressed the show with sufficient visual mountings and has 
given the singers bits of business to do. Latter factor gave 
the show that all-important movement." variety 



TO THI': «.U'1;F,\ S taste Monday, «:0.>-«::i() pni 

".Most TV recipe shows are as Hat as stale beer, but one 
stands out like a glistening grape in a llavorli ss as])io. Mrs. 
Dione Lueiis...lias hii>l)ands drooling ... is something of a 
television sensation." timi, m \ca/i.se 

THE MISSI S GOES A-SIIOI'I'INC tnih John litod 
Kin-! Wedne sday. 1 pni 

"liesl proof. ..of staging certain types of television shows 
'on Inealicn'. "'Television versiim "added plenty of color and 
autlienti< ity." VARIETY 

The audience backed up the critics 

Certainly of equal iiu))orlaiie(> with critical acclaim 
is ibe resjionsc of the lelcvi.-ioii audienec. Here, 
loo, CHS-TV ])r«>graimiiiiig lia* alrea«ly established 
el«;ar-eul load< r.slii]). 

Tlie must rceeiil II()oi)er Teleraliu': ]\e)>ort 
slinw'cd iliai four CHS-TV ])rograuis i)laoetl among 
the "lo|) 10 "— more lliaii placed bv any oilier sta- 
tion. And Gulf OilV we the I'Eoi'LE with a 46.0 
rating was llie Ao. 1 ])rograni in the jNew ^ork area. 

TOA.ST OK THE TOW \'> first rating (9:30-10:00 luii) 
won nunc ibaii lialf the viewers with a 56.5 share of 
aiulicnco. And CHS tele\ish)N iNews, only two 
iiioiillis on the air, was the only news itrogiani to 
produce a broadcast with a rating; in the "lop 10". 

Praise from network affiliates 

A major iiieasnrc of effect ivc nt'tirorh progranniiing 
is its appeal in other cities. Two alliliates testify to 
the local effet'tivciiess of CHS-TV programs. 

"I am sure you will be interested to know that from the 
conimenis and letters we receive, il is clear that CHS. day 
after day, is doing an outstanding job in Television News. 
It is prograniniiiig of this type that helps build large and 
increasingly loyal audiences to our station." 

C. BEN.nett i.\rso.n. w CXU-TW Philadelphia 

"Congratulations. I think 'Toast of The Town' ranks 
with the top Tele\ ision entertainment on the air. It's cer- 
tainly the kind of programming stations need to build 
audiences." e. K. jett, vv ji ar-tv, fl«//;more 

For advertisers today these uni- , 
versal tributes to CBS-TV pro- 
firaniminp have sharply practi- 
cal ini plications. To explore 
them to your profit call CRS 
Television. I 



CBS-TV 



RICH 
DOWNSTATE 





OHM voice . . . 

WMIX 

WMIX 
FM 

"Southern lllinoii' Moit Powerful 
Radio Voice" 

that coven and lelli that entire 
rich market for you with both 
AM and FM at one linsle low rate. 

No. 2 Radio Center, Ml. Vernon Jll. 

940 kc 94.1 mc 

National RcprctcnUtivc 
John E. Pearson Company 



]lr. Sponsor 



William A. Hart 

Director of Advertising 

E. I. dj Pont de Nemojrs & Company, Inf. 



Taking the "munitions trust" taste out of peoples' mouths and substi- 
tuting du Pont's theme of "better things for better hving through 
chemistrj " has been the job, for nearK' a quarter century, of tall, husky, 
exacting Bill Hart. 

A good deal of dii Pont's institutional burden is carried bj- one of 
Hart's pet projects, du Pont's Camkade of America. Under his \vatchful 
e>e, it airs a literate blend of American history, drama, and institutional 
advertising. 

He fits well into the famed institutional aura surrounding du Pont's 
advertising activities. Even though his headquarters, like the firm's, are 
in Wilmington, Cavalcade is not supervised b>' long distance phone. Hart 
often pops in on Ne\v York rehearsals to sound off on production and 
scripting flaws. He is said once even to have criticized the necktie worn 
by a member of the show. Despite such occasional flambo\'ancies, the 
man} members of his large department respect his quick and definitive 
pronunciamentos, and his shrewd evaluation of what works and what 
doesn't in advertising. 

1 lart's job is not an easy one. From its small beginnings as a powder- 
making plant on the banks of the Brandywine, du Pont has grown to a 
world-spanning industrio-chemical empire with 1947 net sales {plus other 
revenue of $795,535,075. It has S5 plants in 25 states, plus many foreign 
branches. It has successfully weathered an anti-trust suit 191 1 ), a con- 
gi essional munitions investigation (1934\ and a cellophane monopoly suit 
1947), among others. Du Pont is quite patriotic with regaid to its position 
as emergcnc> annorer to the U. S.; rather touchy about it during peace- 
time. Today, some 5S' ( of du i'ont's products are those developed during 
the past 20 \ tars, and onh a small fraction is war goods. A major part of 
Bill Halt's job is to tell the story of continuous du Pont research to the 
public. Here, radio plays an important role. Over 35*^" ($1. 250.000) 
of a ?3. 500,000 ad budget goes to broadcast advertising, the rc-:t to 
ningarines, newspapers, and fami papers. 

Attendance by du Pont advertising executives at C.walcadc airings is a 
matter of strict protocol. If Hart isn't there. Assistant Advertising 
Director Applegatc shows up. If Applegatc isn't there. Advertising 
Manager Dewev sits in the client's booth. anJ <o on. 
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North Dakota 




The CBS Station that covers the top of the Nation 

MAXIMUM COVERAGE 
MINIMUM COST 
PLUS MERCHANDISING 

Write for our BMB Interim Survey wh ich is no 
able Get the true picture on Radio Coverage 
Dakota 



The CBS Station — KSJB— that covers the top of the Nation 
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.\<'\v 4l(^v<'lo|»iii«^iils Oil SI*0>'SOIC slorioN 




LATEST MORNING 
SHARE-OF-AUDIENCE 
FIGURES SHOW A 
50% LISTENER-GAIN 
OVER EARLIER 1948 
FIGURES . . . this in 
a 7 AM and 4 FM 
stafion area. You 
take it from there! 




5000 WATTS 
DAY & NIGHT 



WALLACE A WALKER, Gen. Wgr. 
PROVIDENCE, The She rolon-Blltmo 
PAWTUCKET, 450 Moin St. 



/?«pres«ntdtives; 

AVERY-KNODEL, INC. 



(See "Employees Must Be Sold Too," SPONSOR, August 
1947, page 31.) What's the status of radio's place in in- 
dustrial relations? What are management and labor doing? 



In the election year of 1948, labor relations are assuming an important 
place in the plans of many radio sponsors. It is more vital than ever to 
large corporations to make their emplo>ees feel that they are a part of 
the company's advertising effort, and that air advertising is not just some- 
thing to please the board of directors. Still the leader in this type of 
activit)' is U. S. Steel, which periodically travels Theatre Guild, at con- 
siderable expense, to play cities like Pittsburgh, Chicago, Washington, 
Boston, and Birmingham (all of which they visited last year) for the 
benefit and entertainment of thousands of their steel workers. (Dampbell 
Soup Cbmpany brought its three air shows. Club 15, Double or Nothing, 
and Edward R. Murrow, to Camden, New Jersey, to play before 5,000 
officials and employees of the soup firm at a company get-together on 
June 22 last. The 75-minute show was picked up by CBS' video cameras 
and carried on the network, so that the many Ckimpbcir employees and 
friends who couldn't crowd into the hall could view it too. Participants 
on Double or Nothing were Campbell employees, which added much to the 
enjoyment of their fellow workers. Since all three shows were technically 
on a summer hiatus, normal radio schedules didn't interfere. 

Several leading advertisers staged out-of-town shows for their em- 
ployees for the first time during 1947. Armour put Hiiii Hunt on for one 
broadcast in the middle of the Chicago stockyards, where Armour em- 
plo>ccs could get a chance to sec it. (Zoca-Cola took their tu'o network 
shows, Pause That Refreshes and Spike Jones, on the road to play the 
bottling and syrup plants. R. J. Reynolds traveled the Vaughn Monroe 
Shoiv to Winston-Salem, N. C, to put on an airing for their tabacco 
workers. These and other long-t'me users of the air as an improver of 
employee relations, such as du Pont and AT&T, feel that the increased 
costs of line charges, transportation, etc., are paid for in better industrial 
relations. 

There is a growing tendency among labor groups to air their side of 
the case. Two of the largest and most powerful unions have their own 
sponsored shows, Arthur Gaeth for the CIO's United Electrical, Radio, and 
Machine Workers and Dorothy Fuldheim for the Brotherhood of Railroad 
Trainmen. Both are liberal-minded commentators who air political and 
labor news of interest to workers and their families. For management to 
say its piece, the glamor of a big-time radio show's warm-up is still an 
ideal place. The other opportunities, such as ABC's labor-management 
half-hour (NAM'S Let Freedom Ring and It's in the Family by the CIO 
and AFL, Tu 10:30 1 1 p.m.), are often not enough. 



(See "Beer," SPONSOR, August 1947, page 13.) How 
many of the country's leading brewers use broadcast adver- 
tising? Why are more brewers turning to television? Whal 
is now the most popular type of television program among 
brewers the nation over? 



The United States brewers with the largest sales volume in 1947 use 
broadcasting. The ten leaders, according to figures released this June by 
the Research (Donipany of America, New York (listed by sales rank), are: 



Joseph Schlitz Brewing Co. 

Pabst Brewing Co. 

P. Ballantine& Sons 

F. & M. Schaefer Brewing Co. 

Anheuser-Busch, Inc. 
All of them are broadcast advertisers. Pabst is still the only brewer 
underwriting a coast-to-coast network show {Eddy Cantor, NBC). It 
sponsored the New ^'ork Giants football games on television last season. 
Ballantine and Schaefer also include television in their advertising. 



Liebmanii Bre\\'eries 
Jacob Ruppert Brewer)' 
FalstafT Brewing Co. 
Blat: Brew ing Co. 
Duqucsne Brewing Co. 
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IT*S EASY . 
IF YOU 
KNOW how! 



Some nation.i1 advertisers get little business in the South — 
and mistakenly assume that Southerners "just don't have the 
income." Actually, the reason usually is that the advertiser 
simply doesn't know the approach to the Southern mind 
and car. 

The people in KWKH's daytime area have an actual buying 
power of nearly $3,000,000,000. It's easy to get your share — 
if you know how . . . 

KWKH has spent 22 years in learning what our Southern 
listeners want to hear on the radio — what makes them buy 
radio-advertised products. We }(now the answers. If you'd 
like to have them too, we'd be happy to tell you. 




KWKH 



50,000 Watts 



CBS 



SHREVEPORT 



The Branham Company 
Representatives 



Texas * 

Arkansas 

M» • • • 
ississippi 



Henry Clay, General Manager 
Dean Upson, Commercial Manager 
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INDUSTRY 
BACKS 
THE 
BUYERS 



A >\mIc rniif:*' of iiuliis- 
(rirs hat-U tJir lii^ii Ixiy- 
ill<: |M»MM- of I .()()(),()()() 
proplc hi \V.JIII/s :j2- 
roiint} coverall" arra. 
Dozens of diverse iiuliis- 
Iries — from silk spin- 
ning to ItooUltiiulin^ — 
help Ueej» average fam- 
ily ineoines \vell over 
S2.000 yearly — hi^'her 
than an\ similar ai'ea 
in I he Son t h . ^ on can 
eounl (MI WJIIL — ami 
slahle iiulnstries — to 
haeU \oiir sales elTorl. 
Cheelv W .IIIL! 

ONLY FULL-TIME STATION 
WITH PRIMARY COVERAGE 
IN THE NORTH-EAST TEN- 
NESSEE, SOUTH-WEST VIR- 
GINIA AND WESTERN NORTH 
CAROLINA MARKETS 




5.000 W 910 KC 

JOHNSON CITY, TENNESSEE 

_N£t;_Rc£^^lin E. Pearson Co. 



schedules. In addition to using announcements, Ballnntine is screening 
the baseball Yankees this season. Schaefer will underwrite telecasting 
of the New York Rangers hockey games next season. They now telecast 
a S-niinute S{>orts Alhwn featuring ;i tie-in with the Brooklyn Dodgers. 

Within the last six months other beer firms, such as Burger Brewing 
Co., Cincinnati; William Crctz Brewing Co. and Essiinger's, Inc., Phila- 
delphia; A. Ccttclman Brewing Co., Milwaukee; and Atlantic Brewing 
Co., Chicago, have iidded TV to their regular broadcast schedules. 

Sports continues to be brewers' most popular program subject. With 
theexceptionof Cretz, whosecurrent offering isa show {Sports Scrapbook), 
the firms just named are presenting actual sports events. Burger has the 
Cincinnati Reds baseball games. Wrestling bouts account for the re- 
mainder. 



(See "Radio Sells a Loss Leader for Nedick's," SPONSOR, 
January 1947, page 32.) What is the status of Nedick's 
plans for a bottled, carbonated soft drink? Will they use 
radio to promote it, and if so, what kind? 



Since the first sponsor report on Nedick's, the well-known orange drink 
sold successfullj for jears in the chain's stands has appeared in a bottled, 
semi-carbonated form. Nedick's has created a new bottling division 
within itself to handle the production, distribution, and merchandising of 
the product. Ad budgets for the bottled orange are separate from the 
main Nedick's budget, and it is not sold through the Nedick's stores. 

Some radio announcements (live) have already been used. They were 
used mainly to test copy appeals, marketing methods, and so forth. The 
main push starts early this month with a 45-second e.t. spot campaign 
which will stress the summertime coolness of the drink. This winter, 
when the emphasis will be on home use, the bottling ad-money is expected 
to go for sportscasts, a Nedick standby. 




"390,306 COWS 
WONDERLAND, 



IN 



sa 



id Al 



ice 



tooo 
WATTS 
CLASS II 
CLEAR 
CHANNEL 
1070 KC. 



"Yum," said the Timebuyer, "that's a lot of 
sirloins. But cows listen to the radio very 
seldcm, and they almost never buy soap." 

"Quite true," admitted Alice, "but think 
hew rich the nice Wonderland people are 
setting jelling cattle to meat-hungry folks. You 
tricw about meat prices nowadays. And KBKI 
is their very favorite station because we have 
broadcasts of their stock shows and auctions and 
cattle market reports and lots of other things they 
like. And they buy soap. And automobifes 
and coffee and scads of other thinqs when KBKI 
tells them to." 

*WONDERLAND:'the 74 county 
chunk of Texas where KBKI 
sounds out loud and cfear. 
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DO THE STARS INFLUENCE YOUR SALES? 



Hundreds of millions, in their homes and in 
their daily life, copy what the Stars 
wear, eat and use. 







1 



i 



^cviu's from "Sorry, If 'rong i\unibi'r"—€i forthcoming: release of I'urumoimt l*n tnrvs I nc^ slurring Hurlxiru Sinnuyck und Hurt Lancaster. 

A llal H ulli>. protluctton—tiuich for ill 



V 



Tlie (juicke^l way for joii lo inlcrcst the Stars, ami the iiiuliuii picture u'rilcrs, |)ro(Juecr4 
aii<l <lire< lors, i» lo sell tliein v'ut KTL\. For Iclc\ ifioii is Hollywood's liollcst inlcrcst 
— an<i in Hollywood, television means KTLA ... on the air every afternoon and c\cning. 
Soli H(dlvwood and vou sell the world! 




KTLA ^ 

Hollywood Studios • 5451 Marathon 5t, • Hollywood 6363 ' 



New York Office • 1501 Broodwoy • BRyant 9-8700 



A KEY STATION OF THE PARAMOUNT TELEVISION NETWORK 
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JAN JAN JAN 

1946 1947 1948 

TT Non-Agriculture Workers 



People u ith jobs make markets, not people, alone! In Tulsa there is less iniemployment today than 
at any time since the end of the war reconversion period. As the graph above shows, 14,100 were 
unemployed as of the end of November, 1945, with 81,750 net available employables. Today, 
as of the end of May, 1948, only 1,125 are unemployed with 95,475 net available employables*! 

Markets are people with jobs and spendable income! This combination is present in the Tulsa 
market in real abundance today. Proof? The U. S. Department of Commerce in its April, 1948 
report, shows Tulsa leading all cities in the West South Central area in retail trade gains with a 
ll'r gain, over all, April 1948 over April, 1947. Oklahoma's second market shows a gain of 
only \T/(. 

Advertising dollars buy more in the Tulsa market . . . 

Advertising dollars buy more radio advertising when they buy KVOO, Oklahoma's Greatest Station! 

'Oklohomo Stotc Employment Service Report 



rTADIO-STATIOlTTvOol 

cn\&/ADn ocxDV Aun r-rx iki/* maxi/mjai dcddcccmxaxiucc 



50.000 WATTS 



^ EDWARD RETRY AND CO., INC^J^TIONA^REPRiSENTATIVES ^ 



OKLAHOMA'S GREATEST STATION 



TULSA. OKLA. 
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new and renew 




New National Spot Business 



SPONSOR 



PRODUCT 



AGENCY 



STATIONS 



CAMPAIGN, start, duration 



Ansley Radio & TV Co 

(Mirysler Clorp (l)e Soto Div) 
Kifili Army Area 

■^'< ^ General ■''oods (^>r|> 

Kellogft Co 
Park Lane <N> 

Super-Slart'li liir 

I'liicorii Press 

Vick Chemical Co 

Wliite RockC^urp 



Radios, 'I'V sets 
C:irs 

Reiriiiliiifi^ 

Swaiisdown, Miiitt 

Rice 
(^Teals 
Seal covers 

Liquid starch 

Kncyclopedia 

(U)Uflhdr4>|>s etc 

Beveratles 



Joliii \V. Sliaw 
Voung& Kubicaiii 
Keiiyon & Eckhardt 

Shaw AsstH" 

Leonard 

Morse 

Keiiyoii Rckhardi 



15-2(1 
(Regional in ICast) 

15-20 

(Midwest, Clilcaf^o) 
IO-2«* 

(I'lxpaiidiiif^ Ciirren i caiiipa ifin) 
20-30* 
14 

(Test canipui(tn, niuy expand) 
10-20 

( I'esl campaign, may expand) 

Appro^ MH)"^ 
(l-\vk lesi, will continue Se|>) 
50- 1 00*^ 

5-6* 



Spots, breaks, ptims; Aufi-Sep; li 
wks 

Iv.t. spots, breaks; Aug I; 52 wks 
lil.t. spots, breaks; Aug-Sc|>; 1.^ 
wks 

E.t. spots, breaks; Aug 16; A wks 

R.I. spots; \uft 7; liwks 

E.t. spots, breaks; Jul-Aug; 13 wks 

S|)ots, panic; Aug-Sep; 8-1.^ wks 

5-min local pgms; Aug *>; 1 wk 

Spots, breaks, pgms; Oct; sea- 
sonal 

Spots, breaks; Jnl-Ang; 7 wks 



^^^^^^ 

<!Sp^ New On Networks 



SPONSOR 



AGENCY 



NET STATIONS 



PROGRAM, time, start, duration 



Arabian-American Oil Co 


Kudner 




2S4 


General Foods Corp 


Young & Rubtcam 






General Mills Inc 


Tatham Laird 




2b» 


(*eneral Motors (CHievrolet div) 


C^a mpbell -E %va Id 




105 


Gold vSeal Co 


Crampbell-Mithun 


c;b.s 


i«n 


P. Lorillard Co 


Lennen & Mitchell 


ABt 


170 


National Biscuit Co 


Mct^ann-Erickson 


<:b.s 


Ihll 


Pillsbury Mills Inc 


McCa n n - Fr ickson 


ABC 




Procter St Gamble Co 


Compton 


MM 




R.J. Reynolds Tobacco Co 


William Esty 


»tM 




Seeman Bros 


J. I). Tarcher 




II 


*Show not st-t 









Earl Godwin ; Sun «: jO-6:4.S pm; Jul 4; .S2 wks 
Meredith Wiiisun; Tu 7:30-8 pm; Oct .*>; 52 wks 
Breakfast Club; MTUTF 9-9:15 am; Aug I*; 41 wks 
Ali-American Si>ap Box Derby; Sun 4:30-4:45 pni; Aiiji 15; 
one-time 

Arthur Godfrey; MTWTF 10:30-10:45 am; Auft 30; 52 wks 
Stop the Music; Sun 8-8:15 pm; Jim 27; 9 wks 
Arthur Godfrey; MTWTF 10:45-11 am; Sep *; 52 wks 
Breakfast in IPwond.; MTWTF I I-Ii :I5ani;Sep 13; 52 wks 
(;alen Drake; MTWTF 3:30-3:45 |im; Sep 13; 52 wks 

*Kri 9:30-10 pm; Sep 3; 52 wks 

*Fri 8:30-9 pm; Oct 8; 52 wks 
Buddy Weed Show ; Sat 1 1 :45-12 am; Jill .(I ; 52 wks 



QS!^ Renewals On Networks 



SPONSOR 



AGENCY 



NET STATIONS 



PROGRAM, time, slail, duration 



Ballard & BallardJ 
Borden Co 

Campbell Soup (!o 

Colgate- Palmolive-Peet Co 

Electric Companies Ad%'ertisinfi 

Proftram 
Emerson Drui^Co 
Kraft Foods Co 
Le« is-IIowe Co 
Mars Inc 

Minnesota Valley (inning C-o 
Pabst Sales Co 
Procter & Ganible Co 



Henri. Hurst & McDonald 


CBS 


29 


Kenyon & Eckhardt 


CBS 


02 






Ifil 


Ward Wheelock 


CBS 


150 






155 


William Esty 


CBS 


151 


Sherman & M-arquette 


CBS 


151 


N. W. Ayer 


CBS 


156 


BliD&O 


CBS 


154 


J. Walter Thompson 


sim: 


144 


Koche, Williams & deary 


NBC 


150 


Grant 


NBC 


130 


Leo Burnett 


NBC 


Ib2 


Warwick & Legler 


NBC 


147 


Benton & Bowles; t^omptoii 


ABC 


189 


Blow 


CBS 


148 


<]ompton 


ABC 


188 



Kenfro Valley Folks; Sun 10:15-10:45 ani;2Aug 1; 52 wks 
County Fair; Sat I ;30-2 pm; Jul 3; 52 wks 
Vour Son8 & Mine; Wed 9-9:30 pm; Jul 7; 52 wks 
Club 15; MTWTF 7:30-7:45 pm; Jiin 28; 52 wks 
Edward R. Murrow; M TWTF 7:45-8 pm; Jun 2,S; 52 wks 
lllondie; Sun 7:30-8 pm; Jul 4; 52 wks 
Mr. & Mrs. .North; I'u 8:30-9 pm; Jul b; 52 wks 
Electric I'heater — Helen Mayes; Sun 9-9:30 pni; On 3; 
52 wks 

inner Sanctum; Mon 8-8:30 pm; Jul 26; 52 wks 
Kraft Music Mall; Th 9-9:30 pm; Jul 22; 52 wks 
Date V\ith Judy; Tu 8:30-9 pm; Oct 12: 52 wks 
Curtain Time; Sat 7:30-8 pm; Jul 3; 52 wks 
Fred Waring; Fri 10-10:30 am; Jul Id; 52 wks 
Eddie Cantor; Tu 9-9:30 pm; Sep 21 ; 52 wks 
Welcome Traveler; MTWTF 12-12:30 pm; Jul I; ril wks 
FBI in Peace & War; Th 8-8:30 pm; Jul I ; 52 wks 
Breakfast in H'wood.; MTWTF 11:15-11:30 am; Jnj I; 52 
wks 



P 

I- 
i 
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New and Renewed on Television 



SPONSOR 



AGENCY 



STATION 



PROGRAM, «ime, start, duration 



N. \\ \>vr 



N. \\ \.v. r 
Soil's S. <!:ittl<ir 

i'.. I>. l'\TjilIS<IIl 
(::linplu-ll-l-;%t:fltl ol N 
l>lr<'t'l 



\t I;M1 ( ii Kflliiiliji ( li> 
l.iill Itloi k NIdliirs 

I S. llrl|>(>S ('■> (IIK MIS) 

( .hr* ri»lol l>o;ilcrs \smi 
( 11% I.Hiiior I >lsi rilut lors 

(•\'iu*r;tl l-'.li*i'irU Supply <*o Ito%%i)i:ii) A ItltK k 

(•riuTal I'ooiIn Corp (S;iitk:i) ^'oiinft & Kiiliic-.ini 

(it*iirr:il 'I'lnic InMninu'iilK Hltl>A() 
<;orp (\\i-M\-ln\. Si'th 
I'hftnuiN. t'lf) 



( ;iMir(if'» Kaili" ■|'\ Co 

(^(inhcl llroN l*li'ri-e- 

IMu'lps. lor 
(*iiii(lu*r Itri'M Ind ( io 
kool \i*i)t Mi'tiil 
Lit Itros (ilft>t store) 
Mllk-r llrt'tvhii: Cii 
l*ioni*fr Sclrnlilu' Corp 

(I'ohirold li tis) 



Uolu'rl .( . l-.iulors 

Kolu'rr .1 l-.iuli'rs 

W. Walhico Orr 

Kolii'rl .1. FiuU'rs 
Dim- 1 
1 1 Irvr I 
( );l ytoil 



Hurry h'elllcnhniini 
Itt'ii ton A Ittm-les 



I'oiitint' l>(*:ilfrK \ssii 

(of IMilla.) 
rroi-Irr it; C;illlbk> Cio 

(I'ri'll . Ivory Siiotv) 
KoslnskI Kiiriiltiire ( ■'<> 
Shrltiflil I'liriiiK <:o 
Siinnions Co 
Simon Dt.strihuttnii Co 

(Molnrolii riidln. T\') 
Stonihird Oil Co (of \. .1.) Marsluilk I'ratt 



Kills 

v. W. Ayi-r 
^'ound & Kiihlriitn 
Henry .1. Kuu(in;in 



\\ Mil). 
W W.S- 
WCIIS- 



Sun Kutllo (^o 
'riu*rniotlyiu* Corp 

(uir L-nii<lltioiu*r.s) 
Tonr* \iito Servk-e 
W ;iU'o TV Lens 
\\;ir<l K'.ullo Co 
W'liclaii Druft Stores 



Kul. Klirikh & Mi-rrli k 
\'aii Diver & Carlyk* 

I lenry .1 . Kaiif man 
Scheck 

Kal. Khrlich & MerrIrk 
Direct 



v. \ . 
I'\ . Iliin 
V. N. \ 



\\'K(;il. S'clU'ii. 

w i'i /.. riiihi. 

WCAI - I V. I'lilla. 
WMIW , WaKh. 
WAIIK. v. \ . 
Wl MJ-TV. Mil«. 

WlfKN- IV. linn. 
WAUl). \. \ . 
W'llkll. Chi. 



WMIW. \Vasl>. 

\\CAI - I \ . I'lilla. 

WMIW. Wasli. 
WMIW. Wash. 
W<;aU- I \'. I'lillu 
WTMJ-TV. .Mll«. 
WAIIl). N . . 
WIIKII, f:ill. 

W PT/.. I'hila. 

W.MIIJ, \. Y. 

Wlli;.\-TV. Ilufl. 
WAIIl). \. V. 
WCIIS-TV. N. V. 
WNIIW. Wash. 

WIIKV- TV. Hull. 
WCIIS- TV. N . V. 
W'RCll. .Schi-n. 
WNHW. Wash 
WAIIl). N'. 

W.MIW. Wash. 
WHKN-TV. llulT. 
WMIW. Wash. 
WAIIl), S. V. 



ipprtu .Srn i.^-Ntiv .lit; st-ason (r) 
.'i pm; Jul '1; 2li »ks (r) 



.Spots; Jun Iti; I.I uks (r) 
S'pots ; J It n .10; I u kf» (n) 
■Spots. Jun 2H; 2ti u ks (r) 
Spots: Jiin 2H; li wks (r) 
I . of l*a. foothall (iames: 
.Show lllislnesN; Mon 7-7: 
Spots; Jill 7: 4 «kK (r) 
^'ankee (oolhall (tames; thru fall season (n) 
Spots; Jun 17; It) ukii (n) 

Spots; Jul 2; I.I wks (n) 
Spots; Jun Iff, l^ wks (r) 
.Spots;.litn 2't; I wks (n) 

.Spots; Jul (t; 4 wks (r^ 
Slref -• » 

I nrl 



.Spots; Jul t»: 4 wks tr^ 

Street Slnfier: FrI 9-9:l.'i pni; Jul 2: U wk» (r) 
I nrle W II'; MW (,-l,:lS pm; Jul 12; H wks (n) 



Telesports; Tli ll-II ;I .S pm: Jul 2; U wks (r) 
Turtle In "Televlskm Journal": Jul Id; 4 »ks (r) 
I. its Have Fun: I'u Mi-II am; Jnn 22; I.I wks(n) 
Spots: Jul 2; 4 wks (n) 

Wresiliiiti hiiuts: 'rii 9;.^0 pm-close: Jul I : I.I wks (n) 

llutldy Yi>un(i-Klcliy \'lrtiir .Shi»w; Itl-min as si-hed FrI nites; 

I J wks (n) 
Paul Kihiett; Sep I ; in wks (n) 

■relevlsiiin Fashions on Pariide: Fri h-K;.10 pm; Jul 2.1; 4'/ wks (n) 
Spots: Jiin 17; li wks (n) 

Sm;ill Fry; .Mon (,-b:.W pni; Jun 2K; I.I wks (n) 
Spots: Jul 19; 2A wks (n) 
Spots: Jul K; 4 wks (r) 

.S'pots; Jun AO; ii wks (n) 
.Spots; Jun 28; 2t» wks (n) 
.Spots; Jun .10; 2<i wks (n) 
.Spots: Jul 2: I. I wks (r) 
.Spots; Jun Ui; li w-ks (r) 

Capital Citizen: Tu <»-9;J0 pm; Jun IS; I.I wks (n) 
.Spots: Jun 27; 2f> w-ks (n) 
.Spots; Jul 2; 1.1 wks (r) 

Clinrude Quiz; Th H-H-.in pm ; Jul K; 10 wks (n) 



New Agency Appointments 



SPONSOR 



PRODUCT (or service) 



AGENCY 



\hlnn Inc. I):ill;is . . 

\im*ric:iii Uvildinil C:«. N*. Y. 

Klf/.ubi'th Arilcn SaK-s iUir\y. S. V. 

Vrlliifiton llri:ir Pipi* (jtirp. V- ^'. . . 

Itloonilniidnle Urns Inr. V. Y. 

ItriKidwnv Appliniu'i' Dtstrthutinii <Wirp. N. ^'. 

Iturfti-ss Soi-d & IMniK Cn. (;nleshurfl Mkh. 

It.viT-Koliilck C.ii. (;:irl:inil Tex 

Caiiiplioll Sniip <^i. (,*:inidi'ii \. J. 

<::iM'ade I'rfidtu ts. S:m l.randro (Tnllf. 

(Jia'ic \ <:apra Pipe I'luMorv. Berkclfv 

<:hlcn(lo& l-astiTTi Illinois K. K.. <:ht'. 

i'.tlth Munilruini iVoducts i'.n. i'.hl. 

I'. <^inni-lly (:<i. Portland Ore. , 

<:ontinontnl Mills Ini*. Seattle 

Crafiex Products Corp. I.. A. 

Davis ItroH l-lslu'ries Inc. (>loiu*vstt>r Mass. 

MohU'r IJrevvIn^ Cn hie. .Mlvany 

Mruft Products Co Ine. PaHsaii* N. J. 

i.hy .Siioi* Corp. I\pliratu Pa. 

i'ei1ii\\>. Modiial MffiCo inc. \. V 

I leldsioii Itall Pen Cn. S. Y. 

l-lrsi \;iilon:il Itank. .Si. i.ouis 

l(ir»'M ( ^oiistTv at inn Inc. l*ortlantl Ore. 

Peifr l o\ itrc%\infi Co. (Jil. 

(.ein'MC ltre%\tn(lCn Inc. KoclU'Nier V, V, 

< .il)sni> \\ Ine Ci> I nr. (^inei 

(.olden West ltre^Wi>a Co. Oakland 

(>ro\e I.ahnr^tiorles Ine. St. Lniiis 

(•UDihtr ItrewlnUCo. italin. 

( lir. Hansen's l.al> Ine (Junket Itrand l-fMids dlv). 

I itilf I all.- N ^ 
lliiison Ittnders inc.N ^ 
I nti-rnai lonul I ati*\ Corp. N \ 
ka> H- Nr« |n>rl Inc. Prov. 
K»'niu'> - Mien < o, Prn\ 
Knickeriioi krr I t-dl S;i\injt.s \ssn. N. ^' 
l.aro Prndni is Im Halift. 
I. tidy I silii r I Id. Clil 

I.onsdalf Sporis \ri-na. l.onsd:ile K. I. 
\lld> l.iitsll;|%« (.<> (.hi 

i.\k-Su <.o. s. \ 

>1ai-|.arlil.ii> ll.its liu . Si>. Sor«%alk Conn. 
Malio I \ 

I It MIIN StMil <.ro«er Inf. Kose Hill S. \ 
S.iilonal l>i>lr> PriHhit ls. S > 
IVptli ln C .!» I iivi Kutlierford \ .1. 



Kill-Wave Imnie permanent 
Mattresses, sprinfts. couches, beds 
(Cosmetics 
iMpes 

Depart nient store 
l.auiulerall waslnnd niaclilnex 
Seed s . nl a n t s 
Men's hats 

V-K juice, catsup, cliill sauce 
.\utonintive Itilirlcanis 
Briar pipes 
Railway 

<^ookin(l utensils 
N<>riie distributor 
Prepared pie crust 
Keflex cameras 
Fisheries 
I Jeer 

Pinirmaceutlcals 
Fleet -Air shoes 
Prnprleinry 
itnll pens 
ilanklnfl senlces 
F<irest conservation 
i'"o\ Oel.uxe llecr 
iieer. ale 
I leer 
llecr. ale 

Itronio Quinine (^oid 'i'ahlets 
Iieer 

I'ood product s 

Photnfiraph albums 

l..iite\ prodiict.H 

Shoes 

Plastic illc 

Hank 

(tuKlile soap. sliaoipiHi 

Cosoiellcs 

Sports events 

Andy l.titsha^^ liody ru l>. (ior jus 

dressing 
.\iito polish 
Men's ha Is 
I le-.irtiif^ aids 
Seeds 

S\*aliesi products 
Olfiestlve aid 



Melton. Dallas 

-lasper. Lvnch & Fishel. N. ^ . 
Bozell & Jacobs. \. Y. 
Itattistone & Bruce. \. Y. 
.Mbert Woodlev. N". ^■. 

H. L. Mlhlc. N". Y 
(voodkind. Juice & Morgan. <^hi. 
Tracy-Uncke. Dallas 
Ihincer-Fitzfterald-Saniple, N". Y. 
Ad Fried. Oakland 

Ad Fried. Oakland 

Erwin. Wiisey. Clii. 

Leo Burnett. Clil. 

Kichard (t. Monifiomery. Portland 

Keened Keene. Seaiilc 

Itass-LucknfT. IPwnod. 

Daniel K. Sullivan, llosion 

Woodward & Fris. .\lbanv 

Weslev. N. \. 

W, 11. Lonft. ^ ork Pa. 

I. ee Kamsdell. Phila. 
1-ee Murray, N. Y. 
(■ardner^St. Louis 
House ^ I.eland, Portland 
II. \\ . Kastor. Chi. 

Rofters Smith. Rochester V. ^. 
Ralph II. Jones, Cincl. 
<;eorfte I. Lynn. .S. F. 
(Gardner. .St. Louis 
W. Wallace Orr. Phila. 

McCann-Krickson. \. ^ 

I.eland K. Ilov^e. N'. Y. 

F<Mite. Cone & Beldlnd. \. ^ . 

lien Kaplan. I'rov. 

Joseph Ma\lield» I'rov. 

Trench Preston. V. ^ . 

Kastor. Farrell. Cheslev & Cliflord. .N. 

Kuf hraun Ryan. Chf. 

Josepli Maxfield. Prov. 

llo7.ell Jacobs. <:hi. 
Furman. \. Y. 
Jolin .\. C;ilrns. V. Y. 
Andersmi. L. .\. 
Flack. .Syracuse 
N. \\ . Aver. \. Y. 
Sha\<. N, ^ . 



( Plciisc turn to fta^c 84) 



NEW HOOPER REPORT GIVES,vV\% 



AFTERNOO 



STATION-PREFERENCES 



iN**IOWA PLUSr 





No^v yoli can know wliat stations are listcnc<l to most in 
ALL tup: IK. C0UNTIP:S in "IOWA l'LUS''~us well as in 
Polk County (l)es Moines), whieh aceoiints for only (t% of 
ihe area's population. 

C. K. Hooper, Ine. polled ii seientifie eross-s<'eli<in with the 
question: '"To what stations <lo you an<l your family listen 
most frequently or the most time?"' The re>.ullinfi Keport 
lists the j.ereenlage of mentions given each station with 
1% or more. 

AFTERNOONS, WHO GETS 27% • NEXT STATION GETS 8% ! 

For the period 12:00 Noon to 6:00 I'M, WHO was rate<l first 
hy 27% of respondents. Kleven other Iowa comniereial 
stations polled 1% or more. The eomhined rating for all 
these stations totalled 32%. 

We helieve these figures from the Winter Listen- 
ing Area (^-oversige In<le\ support VillO's philosophy that 

I'eoplv listen most to that station whoso pro^rninming pU'dsvs them 
best, nhose Pultlic Service arouses their greatest loyally, and nhose 
commercial necessities are handled most scnsihiy: 
\^'rite-for availahilities - or ask l-^ree «)t I'eters. 



WM© 

*for Iowa PLUS + 

DES MOINES . . . 50.000 W ATTS 
Col. H. J. PaliinT, I'rcsiclciil • I*. A. Lovcl. KesiMeiit Maiiajicr 
FREE I'ETEKS. INC., N.Tli«.nal Kcpreseiilalives 
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AllnKHIlTqllt 

Kraiiinoiit 
HoiM- 
HiifTalo 

CharleRloii, S. C. 
Columbia, S. t.. 
Corpus Christi 
l)avcii|>ort 
Des Moinos 
Ddivor 
Diiliith 
Farpo 

Ft. Worlli-Dallas 

I [oiioliilii-I lilo 

IIoiisloii 

liuliaiiapolis 

Kansas Cily 

I^>iilsville 

M ilwaiiK.ee 

M!iinea|)<>lis-.Sl. I'aul 

New ^ ork 

Norfolk 

Oinalia 

I Voria-Tusrola 
I'orlland. Ore. 
Kalrigli 
KoaiKikr , 
San l)ie(:o 
Si. l.oiiis 
Sea til.- 
Syrariix- 
T<-rre llaiile 



KID.M 
KDijir 
WGK 
WCSC 
W IS 
KlUS 

woe 

W HO 
KVOD 
WDSM 
WDAY 
W BAl' 

KG.MU-KIIBC 

KXY/ 

W ISH 

KMIK'.-KFH.M 
WAV i: 
WMAW 
WTC.N 
WMCA 

well 

KFAB 

WMBO-W O/, 
KKX 

w 1' rr 

WOBJ 

KSDJ 

KSI) 

KIBO 

WFBl. 

Willi 



snc 

ABC 

cus 

CBS 
CBS 
NBC 
NBC 
N BC 
>BC 
ABC 
ABC 
NBC 
ABC-NBC 
CBS 
ABC 
ABC 
CBS 
NBC 
ABC 
ABC 
INI) 
ABC 
CBS 
CB.S 
ABC 
NBC 
CBS 
CBS 
NBC 
CBS 
CBS 
\BC 



Fi. Worlli-Dall 
l,oiii>ville 
\('\v ^'ork 

Si. Loiii* 



Television 



W BAI'-TV 
W AVK-TV 
W l'L\ 
KS1)-TV 
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MARK 



ET-PLANNED 



RADIO 

H ow do you engage your salesmen — 
l)y "hasic groiij)s" and "supplementary 
groups,'" a dozen or a hundred at a 
lime? And then how do you train Ihem 
to sell — with out', "personality" and one 
sales appeal, regardless of local prefer- 
ences or potentials? 

Spot radio (Duii's-lilye l\adio) is a 
salesman wiio can go into any market 
or markets in the nation — many or 
few — when and where you wish — 
and can then "work" those markets 



as required by the indivichial problems 
encountered. 

FiuH's - Eye Radio is marhet - planned 
radio. J I can be used alone, or to 
reinforce network radio, national maga- 
zines, newspapers or outdoor. For 
sixteen years, F & P has (le\'oted 
itself to Buil's-i'^ye lladio exclusirely. 
We know most of its opportunities, 
most of its pitfalls, and would be as 
happy to tell you about the one a* tiie 
other. Would you like to discuss it? 



FREE & PETERS, inc. 

Pioneer Radio and Television Station Representatives 

Since Mojt, 1932 
NEW YORK CHICAGO 
ATLANTA DETROIT FT. WORTH HOLLYWOOD SAN FRANCISCO 
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U. S. Spends 42.9c of Income for Food 

Despite current cutting of advertising budgets (including 
broadcasting) by food processors and distributors recent De- 
partment of Commerce reports state that the average family 
food budget 'akes 42% of inccme. New food organizations, in 
an effort to obtain part of that 42%, are entering the broadcast 
advertising field and arc expected to force the withdrawers back 
into the fold. Broadcasting affects buying habits of 93^c of 
families. Rent is still second consideration of consumer market 
and apparel a close third (rent \2.5%, apparel 12*^). 

Miami May Be Sold As TV Luxury Market 

Rob Venn (through Joe Bloom) is trying to persuade prospcc- 
ti\e TV advertisers that Miami's WTVJ will reach a luxury 
market in the lush TV-equipped vacation homes. Station's 
test patterns are expected to be on the air before the middle of 
August, with plans for a star-studded schedule in the making 
for No\'ember- December. FCC could throw in a monkey 
wrench by refusal to okay sale of pending operation to Wolfson- 
Me>er theater operators, but isn't expected to. 

Credit Spending Continues Up 

Lack of credit controls is speeding spending throughout U. S. 
Unless the special session of Congress acts, credit will reach an 
all-time high during the latter half of 1948. Mortgage credit, 
installment credit, loans on securities are all on a rising trend. 
Money in circulation is also expected to rise to $700,000,000 
by end of year. That's an all-time high. It means both con- 
sumer cash and credit will be ready and willing to be sold by 
advertising. This poses a new problem for radio and all adver- 
tising. Should it sell all it can, oi should it just sell what it 
should. It's a toughie for "free enterprise." 

FTC Decisions Put Heat on Continuity Acceptance 

Federal Trade 0)mmission is dotting "i"s and crossing "t' s in 
recent decisions This has had the net result of network com- 
mercial continuity clearance departments' doing likewise. When 
the Fl'C states that Lamora with one "1" is okay for a wool 
fabric and Llaniora with two "I" "s isn't because it implies the 
presence of llama wool, it makes the networks' censorship de- 
partments look c\ m deeper than tliey normally do for "hidden" 
meanings. Tr\ to figure through the s|-ioken word on the air 
if there arc \\\o "1" 's or one in Llaniora. 



More "Public Relations" Insurance Advertising 

insurance companies will be spending more money for broad- 
cast advertising and advertising of all typ)es this fall and winter 
than they have during the past ten years. Copy on programs 
will be directed to educating public on state insurance laws and 
their operation. Reason is a public relations one, since Federal 
Trade Commission is making an intensive study on monopo- 
Tstic tendencies in insurance field which are said to be helped 
by state laws. Study will take 15 months, and then some anti- 
trust actions are expected against a number of the companies. 

Discount Control May Help Advertising 

Maximum discounts for grocery products and rubber tires may 
be set by Federal Trade Commission this fall. Both grocers 
and automotive supply dealers want some protection against 
discriminatory quantity discounts and have appealed to the 
Commission for action. Control over discounts may enable 
food and rubber manufacturers to divert monies, now expended 
in discounts, to advertising. 

Farmers to Continue to Have Spending Money 

Last minute extension of present farm program insures major 
farm prices' being maintained for at least two years. This 
means that the farmer, who has more mone>' to spend than 
ever before in U. S. history, will continue to be a prime market 
for broadcast advertisers. More and more rural stations will 
slant their programing towards the man who makes his income 
from the soil. 

U.S. Income to Hit High in 1949 

America's disposable personal income for the first half of 1949 
as estimated by the Department of Commerce and other 
Washington sources will be at annual rate of $204,800,000,000. 
This compares with $82,500,000,000 in 1929. Cost of living 
index, on the other hand, is said by the same sources to be 
rising at a higher ratio than disposable income. Advertising 
costs are not rising as rapidly as other marketing factors. 
Generally speaking the lowest percentage of cost of products 
in five years will be spent for advertising, but this lower per- 
cent will still be the largest amount spent for advertising 
for all time. 

Anti-Trust Suits Continue 

While anti-trust suits are expected to be cut considerably if the 
Republicans win the elections this fall, there is no present let-up 
in the activities of the Justice Department in this field. Most 
recent industry to feel the heat of the law has been the wall- 
paper manufacturers, a number of whom were accused of acting 
in restraint of trade in stabilising prices and enforcing estab- 
lished resale prices. Advertising by these companies (there 
were eight of them) hasn't been big, but a cooperative campaign 
(including radio) which had been planiied by the Wall Paper 
Institute has been scotched as a result of grand jury indictment 
obtained in Philadelphia by the Justice Department against the 
Institute and manufacturer members. 

Postal Receipts Top Record 

Postal receipts are held in man>- quarters to be a good barometer 
of business conditions throughout the U, S. Fiscal year ending 
30 June I94S is said to have been the Post Office's biggest 12 
months. New York alone increased its receipts $10,500,000, 
hitting all-time high of $142,500,000. 



SS 
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Put them all together 

and you've got Florida's first 
and only 50 KW transmitter 



More thon that. For next manth, when WGBS moves up into (hot 
select group of 50,000 wott stotions, you'll hove o powerful new 
voice to trovcl your soles messoge throughout the rich southeast Florida 
coost cities. To reoch the fostest growing metropoliton oreo in America 
with on impact second to none. 



CBS in MIAMI • The KATZ Agency 
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There's a lot more to it than this... 

In business there's a lot more to that calling card than formal 
presentation of a name. It means someone no farther away than 
your receptionist is here .. . . right now ... to see you personally. 

And if the card carries the name of a Weed and Company 
representative, it means even more. It tells you: 

1. that the product represented is Spot Radio — one of the most 
profitable and most flexible of all forms of advertising. 

2. that the salesman of that product has taken the trouble to learn 
about your business before coming to talk about his own. 

3. that — like all Weed and Company men — he has over 250 years 
of combined experience behind him . . . with all it implies in 
terms of practical skill in an enormously complex medium 
where skill is at its highest premium . . . and . . . 

4. that this skill was produced by two basic factors: extensive 
kiioii ledge and plain hjnl work. They cdwuys pay off ... in ciny 
business. They are indisjxnsable in Spot Radio. They arc, 

in short, the two major reasons why Weed and Company service 
has proved so valuable to so many successful advertisers. 



radio station representatives 

new york • boston • Chicago • detroit 

ana company sanfr ancisco • atlanta • Hollywood 



Weed 
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Is radio the 
most flexible 
inedinni? 



Ill several iiiiportaiil ro^ipectK 
it measures no higher than 
blaeli. wliite. but there's an 
extra souiethiug 



Over $15,000,000 in broadcast time has been 
cancelled for this fall with the explanation that 
the advertisers are shifting moneys to "more flexible 
media." In a majority of the cases the cancellations were 
of network radio. 

It is not so easy to check cancellations in national maga- 
zines. Consumer magazines do not, like broadcasting, live 
in a fish bowl. However, a study made among 36 national 
advertisers indicates that 30% of them are cutting their 
mass magazine space. They are giving magazine repre- 
sentatives the same reason that network salesmen have 
been given. They arc going to use "more flexible media." 

There is little question, at this time, but that most na- 
tional advertisers want to keep their 1948-1949 budgets in 
a liquid state, free of long-term commitments. They want 
to be able, if necessary, to about-face right in the middle of 
a season — to change copy appeal and even the product in 
their advertising. The season 1948-1949 is destined to be a 
cash register season. Costs of producing most products are 
continuing to rise, and buying resistance to price increases 
continues. Stockholders arc reading their quarterly re- 
ports far more completely than they have for the past few 
years. Wall Street brokers report that requests foi corpor- 
ate annual and periodic reports on the part of both tradeis 
and the investing public have increased by over 15%. 

Most management consultants recommend avoiding 
long-term commitments. Advertising in certain media 
can be used hand-to-mouth without losing much (if 
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SOME REASONS WHY BROADCA! 




REGIONAL 



Can be 
programed for 
spccirrc 
audiences 



Pragrom builds 
goad will for 
sponsor 



Cammer(ials 
sell pradudf 
ar services 



Sells mulli- 
praduds 
elleclivelir 



I I 

Eoch cammtrcio 
geli "lull- 

pogi" 
pcMlrolian 



Losl-mmule 
cap)r-changei 
poiiible 



Self-liquidatin< 
alleri permil 
law-calt 
lampling 



Conletii aid 
audienfe (heck 




anything) in the way of discounts. In 
network broadcasting, volume and fre- 
quency discounts are a vital factor and no 
time is sold in less than 13-week cycles. 
Besides the discount factor there is also 
the vital consideration oflistening habits. 
An advertiser in a network slot, if he has 
the correct vehicle, gets more in circula- 
tion for his money practically every sea- 
son he stays on the air. With few excep- 
tions, the network programs with top 
audiences and lop sponsor identification 
are those which have been on the air for 
a long time, continuously and in the same 
time period. It is this increment which 
has forced advertisers to conclude that 
network radio is indexible— that you 
can't get in and out of it quickl>' and 
effect i\'ely. 

From that point of view broadcasting 
is inflexible. Ek»nus audiences aren't col- 
lected rapidly. Listening habits aren't 
changed overnight. Mut that fact, how- 
ever, has nothing to do with advertising 
flexibility. Through a program with an 
increasing regular following an advertiser 
has an audience ready, willing, and able to 
be sold what the advertiser has to sell. 
The audience is his. 

Having an audience, it'.< up to the 
advertiser to sell what he has to sell. 
I lere radio has its greatest flexibility. I fs 
true that network radio hasn't used this 
flexihilitj exce[>t in hitchhike and cow- 
catcher commercials before and after the 
program advert i^inpV There is a fear on 
the part of big advertisers that the listener 
will be confused with too man\ products. 



that listener faithfulness is dissipated 
through multiple commercials. Tests re- 
cently conducted by one of the leading 
soap companies proved to the satisfaction 
of that organization that they could sell 
an almost unlimited number of products 
on one program, just as long as the prod- 
ucts were noncompeting items and the 
commercials weren't run together. The 
research head of this company believes 
it's possible to use a big program on the 
air as a multiple advertising carrier. The 
Lux Radio Theater hour, it is belie\ed, 
could sell as many Lever Brothers prod- 
ucts as the Cambridge firm decided to 
carry on the program, without hurting the 
high listener-rating of the program or the 
impact of the advertising. That it hasn't 
been used is more because of the desire to 
make the program a top prestige item for 
Lever Brothers than because there is any 
feeling that by using only Lux copy it 
sells more Lux soap. 

A top network program with a great 
audience is not an inflexible advertising 
medium. Not only can it be used to sell 
as many products as the manufacturer 
desires (within the limitations of network 
rules and regulations) but it doesn't have 
to sell the same products throughout all 
sections of the nation. There aie few 
pioducts with national distribution which 
have equal acceptance in all sections of the 
country. On any of the four networks it 
is possible to have regional cut-ins for 
S[">ecial commercial copj. Regional cut- 
ins are inexpensive and can make an\ 
network as pliable as direct mail. Split- 



ting a network into sectional links as far as 
advertising cop>' is concerned is another 
indication of the flexibility of network 
radio. 

The big negative on network broadcast- 
ing still is that you can't get in and out of 
it quickly. If, instead of looking upon the 
medium solely as an advertising form, the 
advertiser looks upon it as a continuing 
personal contact with his market, there is 
usually veiy little worry about getting in 
and out. Few great corporations cancel 
all their advertising if they expect to stay 
in business. Since broadcasting is a very 
personal link between advertiser and con- 
sumer, many advertising managers feel it 
should be the last medium to be cut in a 
budget. As the vp in charge of advertis- 
ing for a great food company stated when 
fighting a management directive to drop a 
long-sponsored network program, "We 
lose more than we gain when we cancel a 
program like this. We may save some 
immediate dollars but we cut ourselves off 
from millions of our customers — cus- 
tomers who ha\'e been educated to bu\' 
our products while listening to our show." 

1 \e had to drop the program despite his 
plea. Since bankers control man)' corpor- 
ate operations the>- frequently are guided 
b>- financial reports which must by their 
nature give an incomplete picture of com- 
pany ojx'rations. 

All the so-called inflexibility of broad- 
casting is missing from spot radio. It's 
|X)ssible to get in and out of a jpot 
announcement campaign within two 
weeks, a s[X)t program operation within 



26 



SPONSOR 
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four weeks. Early in June, executives of 
Colgate-Palmolive-Peet met for tliree 
days to decide wliat markets they'd drop 
and in what markets the)' desired extra 
push. The meeting made its decisions 
around 1 1 a.m. one da> and two weeks 
later new markets were being saturated 
and worn-out markets had been dropped. 
Colgate is a great believer in S[x)t broad- 
casting. 

V\'hen U. S. Steel found itself involved 
in a labor dispute and wanted its side of 
the story brought to the public in areas in 
which Steel had plants and others in 
which it had big stockholders, it turned to 
spot advertising. 1 1 had a paid statement 
by Benjamin Fail less on the air within a 
feu- hours after it was telet>'ped to sta- 
tions. This advertising being of a public 
service nature, stations cancelled other 
commercials for it. They have done the 
same for commercials on the union side of 
a labor dispute. 

Spot broadcasting is the most flexible 
of all media. Advertising copy conceived 
at noon can be on the air the same day. 
By means of spot it is possible to hit as 
few or as many territories as desired. It 
is possible to pinpoint advertising's im- 
pact b)' using stations which cover only 
their immediate areas or outlets which 
cover as many as eight states. It is 
possible to saturate a market quickly 
with multiple announcements daily or to 
cover selected areas. 

With spot broadcasting it's possible to 
tie in programs and announcements with 
individual merchants or chains of stores. 
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It's possible to send listeners into stores 
specific stores asking for promotional 
literature. The flexibility of spot broad- 
casting is virtually limitless. It's even 
possible, despite the fact that broadcast- 
ing is a mass medium, to pinpoint adver- 
tising in some territories to the exact 
economic or educational strata that a 
sponsor desires to reach. He can hit at a 
discriminating level through a station like 
VV'QXR (N. Y.). A young audience can 
be reached through the WNEW's of the 
nation. There is a group of farm audience 
stations for the firm which wants them. 
Even the negro listener has special pro- 
gram likes which enable a user of spot 
advertising to reach him. 

Because of station block programing 
it's ix)ssible to buy ready-made audiences. 
Because of research studies (diary, Con- 
Ion, City Hooperatings, Pulse, Whan, and 
a variation or combination of the tech- 
niques used by these research organiza- 
tions) it's possible to have a fairly accu- 
rate idea of the exact audience being 
reached. Results are as immediate as 
point-of-sale advertising, as checkable as 
newspapers, and as low-cost as throw- 
aways. An advertiser who shifts out of 
broadcasting with the statement that he 
is going to use a more flexible medium 
can't be aware of the scope or the inherent 
possibilities of the air. 

Where an advertiser doesn't want the 
problems of buying individual stations, 
and where current conditions preclude a 
long-term coast-to-coast network com- 
mitment, there is always the regional net- 



work field. More of these networks are 
being fomied almost monthly, designed to 
cover sections of the country wh ch have 
similar buying and living habits. They 
are usually conceived so that they parallel 
the natural sales territories of great 
national consumer goods corporations. 
They are either extensive collections of 
small stations, or intensive linkings of a 
few powerful stations. They bill as a 
unit, promote as a unit. They are not 
quite so flexible as individual stations nor 
so long-term as national networks in their 
contractual operations, although indi- 
vidual regional chains differ in their mini- 
mum number of weeks and cancellation 
requirements, etc. 

Broadcast advertising runs the gamut. 
It can be used to reach a mass audience of 
over 90% of the nation, or a tight captive 
audience shopping in supemiarkets in 
Connecticut. Advertisers can get into 
and out of the field within a few weeks, or 
use it without a change for years. Not 
only can broadcasting reach any audience 
flexibly, but it can put that audience in a 
buying mood. 

When million dollar corporations bow 
out of broadcasting — or cut radio adver- 
tising budgets — with the excuse that radio 
is "inflexible" it's an admission that they 
don't know how to sell the listeners. 
It is just as if a food manufacturer were 
to tell the stockholders that he couldn't 
sell in a chain of supemiarkets. If broad- 
casting can't be used effectively, there's 
liable tc be something wrong with the 
product or the sales philosophy. * * * 
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f/HgfnJlt- tli^ enormous compilation 
iJ^^Elj of radio research data which 
~ ' fs served up to sponsors at 
intervals has been added U. S. Hooperat- 
ings. Unlike Hooper's Program Hooper- 
atings, City Hooper Ratings, and more 
recently, Hooper's Teleratings, the U. S. 
Hooperatings purport to be complete 
figures on actual listenership to network 
programs throughout the United States. 
All other Hooper studies are made on a 
comparative popularity basis via the tele- 
phone. U. S. HoojJeratings combine tele- 
phone coincidental ratings with diary- 
study information from nontelephone 
homes. 

Diaries are also placed in telephone 
homes, in order to obtain the relationship 
between diary-reported listening and co- 
incidental ly-rcpoi ted telephone listening. 
Proceeding on the thesis that his tele- 
phone coincidental ratings are currently 
the most accurate indices to radio listen- 
ing within the cities surveyed, Hooper 
uses them as his base and computes the 
inflation present in diaries by comparing 
the diar>'-reported listening in telephone 
homes with the coincidental-reported 
listening. He then scales down diary- 



Interviewers Riled out forms like this as they checked listenins for U. S. Hooperatinss. Sheet included second radio set information not usually checked 
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reported listening in nonteleplione homes 
proportionately. 

Some research men feel that the tele- 
phone-home coincidental deflates listen- 
ing. The first reason for this feeling lies 
in the fact that Hooper does not ask, for 
his semi monthly rcf)ort, whether there is 
a second radio R'ceiver in the home and if 
it is in use. During the period in which 
the U. S. Hooperatings were taken 
(January-February 1948), the question as 
to second-set listening was asked by 
Hooper interviewers in all the 84 cities 
which were used by Hooper as his co- 
incidental base. Thus the lack of second- 
set information which tends to deflate 
ratings was eliminated. Other claims of 
deflation, such as the fact that the tele- 
phone coincidental can rate only an 
"average minute of listening," and thus 
the respondent reported as not listening 
may have been listening to almost all the 
program, yet not at the exact minute 
called, apply to the U. S. Hoopers as to 
all of Hooper's reports. 

In any event. Hooper figures, U. S. or 
otherwise, certainly do not inflate listen- 
ing. The scaling down of reported listen- 
ing which has taken place in computing 



the U. S. Hooperatings may best be 
attested to by the fact that for the 
Chesterfield Sitpper Club, diary telephone 
homes reported moR- than twice as much 
listening (20.1) as telephone coincidental 
families in the same areas (9.2). Thus 
diary-reported listening throughout non- 
telephone homes was scaled down more 
than 50% to obtain the U. S. Hoopcrat- 
ing and the number of listeners to this 
particular program. Not all programs' 
diary listening figures were inflated any- 
where near 100% since the tendency 
towards inflation is greater in a program 
broadcast nightly than it is in the case of 
a once-a-wcek broadcast. 

No research results are better than the 
sample used. Hooper's sample for his 
U. S. Hooperatings is admittedly small. 
He would like it larger but since he 
assumed the extra financial risk for the 
U. S. Hooperatings, the current sample 
was all he felt he could employ for his 
first projectable rating. 

Three diaries each* were sent to 4,800 
selected homes. Of these homes, 2,530 
cooperated in keeping a diary for each of 
their receivers. There were 693 telephone- 
diary homes used to establish the rela- 



tionship between listening reported via 
the telephone-coincidental and that re- 
ported via the diary in the same class and 
t> pe of homes. 

The diaries were kept and returned in 
proportion to the sets located in the three 
types of areas into which the U. S. was 
divided for the purposes of this survey. 

HM B ■ Roportefl .-Vrea Size Diary 

Set Oistributioii Group Distribution 

■40.0% City (.SO.OOO or over) 39 .8% 

25')% l owri (2.500 to 50.«l()) 26.8% 

3.15% Kural (under 2.50(1) 33.4% 

The scaling down of diary-reported 
listening was not done area by area, as it 
is obvious that 693 diaries divided among 
84 areas would have produced a sample so 
small in some areas as to be microscopic. 
The figures for the 84 cities were broken 
up into 12 groups and the scaling down 
was done by city groups rather than by 
individual cities or towns. When the 
number of people or families surveyed is 
small, certain research expedients are 
necessary to achieve a statistically ac- 
ceptable sample for correlation purposes. 

U. S. Hooperatings are valid only on 

(Please turn to page 65) 

*Orie diary fr/r rnch gel in the home, /slras to be 
destroyed Ity the rerlpietit. 
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TOP TWENTY U.S. HOOPERATINGS 

ONCE A WEEK SPONSORED NETWORK EVENING PROGRAMS 

"Average Audience" during January-febfuary, 1948 
expressed bath as U.S. Haaperatings and prai^cted to "homes" 



PROGRAM HOOPERATINGS 


U. S. HOOPERATINGS' 


CITY HOOPERATINGS* 


TOWN NOOPERATINGS* 


RURAL NOOPERATINGS' 


O-a,. ]&-CrtT 




o'^ Cratt-SKlwa «n U.S. Nmrm 


oTd*. CitMt oxr SO.OOO 


oTd^ Temi I.SOO-SO.MW 


0^d^ U>4«rl.SMn«tF*rM 


1 riBSEl M(GEE 1 MOllT 


77.t 


1 riBBEl M(GEE 1 MOUT 


74.IS-US 


1. RtOIOTHEtriE 


1 CNULIE MtClliNT 


1. nUTHOKCONSIOUEHaS 


141 NBCStotivnt 




t,449,000 hoiTiM 




7?.7SC 


74 17-1 


73ta^K 


I uno ihuik 


77.7 


7. IIUIH 01 CONSEQUENCES 


74.7b-US 


7. niBEl MtGEE 1 MOllT 


7. ituiN » coNSEOuEnas 


7. rtlBEIMtCEElMOUT 


ISI (Btttoiiont 




8,741,000 homci 




77.I3-C 


74 701 


771S^I 


3 aCIIENNT 


7t.7 


3. (NAIUI M(C«tINT 


73.7t-US 


3. JtCK lEHHT 


3. uck mm 


3. CnMUE McCtlTHT 


Ul NBC lloMnt 




a.OSS.OOO homfi 




27.iaC 


7* Oil 


71.141 


4. m NOPf 


7t] 


4 HCK lEHNT 


73.67-US 


4 BOB NOPf 


4. rilBEIMcGEElMOLLT 


4. IIOIIOI ftMIlT 


III NBC Si«tiem 




S,03 0,000 homci 




2iUC 


73 f7-1 


70St 1 


S rtfO IllEH 


7t.7 


S. riEO IllEH 


73.79 US 


S. riEOUlEH 


S riEO IlLEN 


S. riEO UlEN 


liO N«C Siotiom 




7,911,000 hornet 




7S Si-C 


21*71 


If.tM 


6. CNtttK MtUITNl 


74 1 


t. MOlO iNEtllE 


77.19 US 


t CNtniE MfCtliNT 


i TOUINlTPmOE 


6 tMOS H tNOT 


143 m Slotion 




7,717,000 honict 




7S.77< 


77 41 -t 


1f.71 1 


7. IIUIN M (ONSEOUEHCES 


24.1 


7. BOB KOrE 


71.79-US 


7. IIUTN 01 CONSEQUENCES 


7. ItHONtGOh 


7 TQUI Nil PtItOI 


137 HBC StotURi 




7,401,000 hoRict 




7J.77C 


71 t7T 


1SS7-K 


1. tMOS 'IT tHOT 


n4 


B. AMOS K' tHOT 


71.0S-US 


t MUSIC HIU 


K MUSIC Ntll 


B net BENNT 


149 NBC Sroiiom 




7,1 57,000 homo 




2ISU 


?o*i-t 


lltl 1 


*. NIITEI NIH(NEll 


773 


* TOUR H(T NIIOI 


70.77-US 


f. IMOS 'N' IkOT 


f tMOSH INOT 


f UfilO THEtllE 


no IBC Srottvni 




b,874,00O homci 




77.t)-( 


7031-1 


11101 


la lEOUEMOH 


70S 


ID. BINDNieON 


70.1 7-US 


10 COOflET^ UIEnT scouts 


la niNS 1 mEN 


10 lOS NOPf 


UO HBC Siarnm 




6,140,000 homci 




72 OS-t 


70 37-1 


171*^1 


11. MUSIC HIU 


70.1 


II. MUSIC Nlll 


70.11 -US 


11. I[0 SIEIION 


II. IIDIICN rtM'lT 


11 BURfSllUEH 


143 HK StotMnt 




6,137,000 homci 




71.»f-< 


70.33 1 


17.74 1 


11 ML oisiiia inocHfT 


If7 


17 UMtCH flMIlT 


I9.)3-US 


17. BtNDNICON 


17. BOB HOPE 


17. Oin wnN MOT 


134 HB( StotMnt 




6,577,000 ho met 




7liO^C 


701 IT 


17.19 1 


13. GODFIETS UlENT SCOtHS 


1f7 


13. BUINS 1 IUEn 


lt.67-US 


13. MTUlENOtlMt 


13. OlTE WITN JUOT 


13. ILOHOiE 


MS (BSStotieni 




6,347,000 homci 




71.4t-< 


Tf.iST 


17.711 


14. Ml ril[HO mi 


m 


14 lEO SIELIOH 


ir40-US 


14 NtllEl NiHCNEll 


14 ItOlO THEIIIE 


14 llfEOFIIlfT 


l<t(BSStatlont 




6,756.000 hofnci 




70 »C 


If 34T 


17.271 


IS mm uvEiN 


m 


15. Ml oisma inoiNET 


II.3I-US 


IS. Ml Disriia inoiNET 


IS. loe uwi 


IS. tmii Biia 


134 NB( Srohtfii 




6,749,000 h«m«t 




70 3i-C 


If P I 


17.1 IK 


U IIHG ClOSBT 


17.» 


U. MDFtfrS UIEnT scouts 11.15-US 


U toil HII PtItOt 


U MHNIE Biia 


U RtNOWtCON 


141 tfiC St«t>ont 




6,171,000 hornet 




If Bt-C 


iifii 


17.U'I 


17. BUIHSl tllEH 


17.? 


17. rtHNIE BtlCE 


is.nus 


17 oufrrs T»rfiH 


17. Mi. DISTlin iinOlNfT 


17 MUSK HItl 


143 HS( Station 




6,164,000 homci 






1S.0t 1 


U 41 R 


IS TOU* Nit HUOi 


17.t 


IS. DUE WITH JUDT 


17.6SUS 


ie fiHHiE ma 


IB lEO SlElICN 


IS GUHO OLE OPIT 


ItO HBC Siat>oni 




6,001,000 hamci 




II37-C 


IB 03-1 


U 4] R 


If. llFf Of IILET 


17.7 


If. OUFnS UVEIH 


I7.61US 


If UIHSttllEN 


If. IKE OF llltT 


If. Ul OlSTlin inOIHET 


I3t HK Sioilem 




S,987,000 ham«t 




1SlO-( 


17.301 


U IT'R 


70 GlEll CItMtSlEEvE 


Itf 


70 BOI NlWIt 


17.36-US 


70 lot NIWI 


70 ournsiintN 


70. OUFirS UVEIN 


177 HBC Sioiiom 




5,901,000 ham«i 




V.7J< 


Hit T 


lt07.R 


'R«A«cll l.ittning m oil ,tU 
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point of sale 
audience 



no lousier oxperiiiieiilsil. <^|ioiiNorN roporl 
sivi3r;ivl«i ssilcN iiii;rosi<NO in sn|ii3rinsirkiitls 




I'oint-of-salc advertising has 

V found its voice. That voice, 
restricted during the first two 
jears of its testing by the shortage and 
cost of telephone lines, has not only 
proved its effect ivi-ness but Ims uncovered 
the secret of how to deliver national 
coverage. It's TM. 

"Music to shop by" isn't new. Its suc- 
cessful comhination with advertising is. 
Today over 5(1 products are sold over the 
Storecast O)rpor;ition of America's sys- 
tem alone. The first experiment con- 
diictci.1 bj Mu:ak 15 jears ago in New 
England A&l' stores was a dismal failure. 
Even wiien Stanlc> Joselofl left tiic Biow 
advertising agenc\- to he'ad the stoie"cast- 
ing development in the East, the "ex- 
perts" 'still knew practically nothing of 



how to sell \ ia the spoken broadcast word 
in supermarkets. The music was pro- 
giamed incorrectly, the wording, spotting, 
and scheduling of advertising were inept. 
The sound blasted the shoppers in one 
part of the store and was inaudible in 
other sections. The produrts advertised 
were frequently hard to find, rather than 
in the good tralFic aisles of stores, and 
store personnel were unsold on what they 
were hearing. 

The telephone line problem was also a 
storccasting deterrent. Supiermarkcts are 
generally not located close together. This 
meant that the cost of linking the stores 
with a central studio wjis expensive. It 
also meant that p>oint-of-salc broadcasting 
was tied down by the shortage of facilities. 
When there aren't enough lines for tele- 



phone use, it's practically impossible to 
obtain them for leased-linc purposes. 

Standard broadcasting has been con- 
sidered a number of times during the past 
15 years as a means of reaching the 
shopper at work, but the impossibility of 
maintaining clear undistorted music and 
voice reproduction at the receiving end 
due to man-m.nde* and natural static pre- 
vented the use of this form of trans- 
mission. 

FM broadcasting is different. No 
motor noises, neon sign emissions, x-ray 
or diathermy interferences, disturb FM 
reception. The problems and restrictions 
of land line transmission are being elimin- 



• \ iirioii.T fttrm.* of rlrrtricnl rquipnicnt usrd in nnd 
iirnimit xtorfs prn^ncr distiirbancfx thnt make lisUning 
di(liriiU tn sny thf Imsl. 
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ated by broadcasting's staticless, high 
fidelity form, FM. 

By law FM can't forsake its responsi- 
bility to the home listener and serve as a 
facility to transmit music and commer- 
cials to supermarkets. Neither can it sell 
big blocks of time to a storecast operator 
for the purposes of transmitting pro- 
giams to giant markets. But it can pro- 
gram its broadcast entertainment and 
advertising at least part time so that 
they're ideal for reception both in the 
home and at the point of sale. It can't 
do it on a full time basis because stations 
have a public responsibility to provide 
something besides music and selling. 

Most FM point-of-sale service will be 
programed at peak hours of store traffic, 
from 10 a.m. to 1 p.m. and from 2 p.m. to 
6 p.m. During these hours the music will 
be popular but virtually without vocals. 
It will be music-to-buy-by, but it will also 
be music-to-work-by in the home. It will 
be music-lo-read-by. It will be back- 
ground music. Two years of tests have 



proved that shoppers don't like over- 
arranged tunes. They want the melody 
to be clear, they want mostly strings, 
little biass. Stanley Joseloff, now head of 
Storecast Corporation of America, suc- 
cinctly describes the type of music the 
food shopper likes best as "music to 
hum." It's the type of music that Muzak 
has recorded for restaurant and bar 
service. Some of it is ageless, some of it 
is as up-to-the-moment as the costumes 
that models carry in their big round hat- 
boxes when they're rushing to a photo- 
graphic assignment. 

Just like regular radio daytime pro- 
graming, the music and commercials will 
be scheduled in 1 5-minute segments. Un- 
like present-day broadcasting, the com- 
mercials will be aired in groups of three. 
During the telephone wire testing period 
these thiee commercials were 30 seconds 
in length and were separated by 40 
seconds of dead air. Dead air is a great 
way to lose an audience in broadcasting, 
so FM storecasting will not use it. The 



three commercials will be linked by type 
of product. There might be bread, 
butter, and coffee advertised in one con- 
tinuous commercial, with the copy bridg- 
ing the three, very much as musical selec- 
tions are joined with a segue. There will 
be from eight to ten minutes of commer- 
cials an hour (the NAB code permits 
three minutes in each 15 during the day.) 

Gone will be the plug uglies. Point-of- 
sale broadcasting can't be done with irri- 
tant commercials. No guns will be fired, 
no LS MPT will be intoned. Jingles, 
candy whizzz-es, and bromo-seltzer choo 
choos are out. Storecasting commercials 
must have straight, simple, direct reasons- 
why continuity. By special pulse con- 
trols, the spoken commercials will be 
heard in the stores (only) at higher levels 
than the music. The pulse transmitted 
by the FM station will affect only the 
special receivers in each market and will 
not increase the level of sound at which 
the programs are heard in the home. 
(Please turn to page 91) 
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The Oustoni Built letwork 

As iiiiiiiy us lOO slations liaivu l»u«^n linke«l in 24 

hours by an a«lvor Using agency 



®With mdio's farflung as well as 
intensive facilities most spon- 
sors wonder why a custom- 
built netwt)rk is ever necessary. Custom- 
built webs are expensive if set up for n 
weekly 15-minuteor half-hour broadcast. 
Therefore a custom-built chain is seldom 
linked for a rcgulai commercial program 
no matter what the coverage problem of 
the sponsor. Custom-built networks wcic 
for years called pcr-occasion webs, and it 
is for special occasions that they are most 
justified and most productive. 

Pioneer agency in the field of building 
special chains is Stanley G. Boynton, 
Detroit. Bo>nton's first custom-built 
groupings of stations were for religious 
broadcasts. As networks, except MBS, 
shifted awa>' from commercial religious 
airings it became more and more im- 
portant for those preachers of the gospel 
who felt that the> wanted to reach the 
radio audience on a regular basis to estab- 
lish their own networks. Boynton did 
this for them most effectively and in 
doing it discovered how productive 
specially assembled nets are. Sunday 
a.m. was not an expensive time period and 
when Boynton started signing stations it 
wasn't popular with sponsors. It was 
not difficult to sign important stations to 
join a special network for this period for 
they had no national network commit- 
ments before noon on the holy day. 

The arrangements for tliese networks 
are not as diflTicult as it might seem at first 
glance. Boynton points out that a decade 
aiio he set up a big network for the broad- 
cast of the All-Star football game within 
24 hours for W ilson Company, manufac- 
turers of sporting goods. 

It is in the field of sports that custom- 
built networks are most efTectivc. Base- 
ball, frotb.ill, basketball games, and 
tiiinis matches have listening appeals that 
vary with each event. It is useless to 
sponsor over a large area ri f(H)tball game 



between two teams which have only local 
appeal. One of the two teams later in the 
season, however, may develop into a con- 
tender for championship honors and the 
advertiser underwriting that game would 
find it worthwhile to cover a seven-state 
area with the battle. Practically every 
clash of football opponents appeals to a 
different audience. What one eleven does 
this week changes its appeal to pigskin 
fans next Saturday. If a sponsor wants 
to reach his greatest football audience it 
means, during the last half of the season, 
changing his custom-built networks from 
week to week. 

While the same thing isn't true of base- 
ball sponsorship, to realize effectively 
upon fan interest in different nines re- 



quires a hand-tailored network. In New- 
England, the Atlantic Refining Company 
joins the Narragansett Brewing Company 
to air the games of Boston's two major 
league teams throughout the New Eng- 
land States. Twent>-two standard and 
nine FM stations from Lewiston, Maine 
to Providence, R. I. are linked by N. W. 
Ayer for these games. Regular net facili- 
ties would have been incapable of deliver- 
ing the intensive coverage that these 31 
stations give these games and their dual 
sponsors even were it possible to clear 
time on a network for the span of time re- 
quired for a baseball broadcast. 

There are problems with baseball spon- 
sorship not present in underwriting the 
broadcasts of other sports. It is not per- 





(aocKesrtn. 



Custom-built network for Atlantic 
ReRnins and Narrasansett Brewins 
saturates New Ensland with baseball 
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missibic, for instance, to broadcast the 
games of one major league team in the 
bailiwick of another. Often it isn't even 
permitted to broadcast the games of one 
major league team in the territory that is 
reserved for an important minor league 
team. 

The problem of setting up a custom- 
built network for a baseball season is a 
once-a-season problem. The network is 
planned before the baseball season opens 
and the same network functions from 
April through September. 

As indicated previously this is not true 
of a football network. Pigskin coverage 
is on a week-to-week basis. Early in the 
season networks are planned for every 
game to be sponsored by an advertiser. 
There are very few games that are broad' 
cast to the same station line-ups that were 
linked for the previous games of either of 
the teams involved. Atlantic Refining, 
the big football sponsor in the East, links 
the areas which contain the major follow- 
ings of each of the teams. They add to 
their coverage areas where the local games 
do not appear to have a big draw, and 
subtract from the territories of each team 
sections where there is a highlight local 
fracas. In some cases, Atlantic sponsors 
a high school game instead of a big college 
game because it knows that the secondary 
school following is weightier locally than 
the college loyalty. 

It is not unusual for Atlantic to have 
ten or 12 custom-built networks broad- 
casting games on one Saturday. It is not 



typical 



unusual for these networks to be changed 
during the week before they function. 

Atlantic spends over $300,000 a year on 
broadcasting — ^and it's virtually all done 
on a custom-built network basis*. 

Goebel Brewing Company of Detroit, 
Michigan, has built its radio advertising 
entirely on a custom-built chain. 
Throughout the midwest its network is 
known as the Goebel Sports Network 
(sometimes called the Goebel Baseball 
Network, in the fall frequently called the 



Goebel Football Network). Michigan is 
both baseball and football conscious to an 
extreme and Goebel does a fine job col- 
lecting on this interest to sell its brew. 

In 1943, the Goebel network had a total 
of nine stations. Today it's composed of 
28. When the network started (1943) 
Goebel sales were 541,159 barrels. In 
1947, the last figures available, Goebel sold 
897,799 barrels. The sports broadcasts 
are the backbone of Coebel's advertising. 

In Detroit, also, networks are built for 
the Davis Cup Tennis Matches and the 
National Tennis Matches, the latter an 
annual September event. The broad- 
casts of these games are sponsored by 
A. G. Spaulding & Bros., Inc. For the 
1948 Davis Cup meet a network linking 
New York, Boston, Chicago, San Fran- 
cisco,''Los Angeles, Philadelphia, and 
Paterson, N. J. was contracted. These 
are the only areas that Spaulding wanted 
to reach with this match. For the 
National Tennis Matches Spaulding 
ordered a much bigger network. New 
York (2 stations), Springfield, Mass.; 
Boston, Philadelphia, Washington, D. C; 
Pittsburgh, Buffalo, Detroit, Cincinnati, 
Chicago, Minneapolis, St. Louis, Mem- 
phis, Atlanta, Jacksonville, New Orleans, 
Houston, Dallas, Austin, Kansas City, 
Mo.; Denver, Salt Lake City, Los 
Angeles, Pasadena, Long Beach, Calif.; 
San Francisco, Seattle, Cleveland aie 
linked for this September classic. 

How can Spaulding afford to set up 
such an extensive network for a one-time 
(Please timx to page 70) 

*In some cases qames justify tinly one-stiition brotid~ 
cash and they are sctieduletl tiiat ii-ny. 



Spaulding's custom-built network for Davis Cup Matches jumps around the nation 
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I*r4»l>l4^iiis wiili sl|J|4'll4•i4^s 

1. 'riiii<-l>ii}i rrs hirk siidiriciil :iiitli(>rit,\ 

2. .Af:rii«'i«">* j'jun'Cpl of sj)ot l>ro;uloiistiiif; is Jiniitcd 

3. liadiu «lc|i;irliii«Mils lillle kii<i>vle<l<:e of pcii(liii<; 
spill liiniidcasl plans 

t. iloopcraliii^s arc oiiiployrcl licyoiicl (iicir valid use 

(r.haiii lirc-aks and oii<>-iii inn (<■ aiiiHiiiiiri'iiicii Is iiislcad 
of pr<i<:raiiis ar«> «'iiipiiasi7,<'d 

6. (2li»'nls* ad\«Tlisin<; <)l»jceli\'cs aro seldom oxplaincd l«i 
af:»Mi»'i<'s* radio slalVs 

7. Spol l>road<':isl iii<; lal<Mil liiid^cls arc praci ioally iion- 
r\isl<'iil 



l*l*4»l>l4^IIIS Willi 4*li4^lllS 

1. Tlicir aw ar<'ii<>ss of spol pro<:raiii |M>ssil>ili I ios is iii<'af;«'r 

2. Tlicj «'oii*id«'r sp»)l an nnini]>ortanl s«'oon«lar}. niodinni 

'I'lic) l«Mi«l In >\ail _>«'ars l>ofor«' (■ni]>loyin^ sp«>l hroad- 
<-aslin<: and llicn demand a> ailahililios o>erni<:Iil 

■I. 'I hc) seldom priunole llieir sp«»| ad>erlisin^ 

5. The) expeel direel sales niirarles from spc»l llial lliey 
don'l ask of nelwork Itroadciislin^ 

6. 'riie\ lia\e lillle reali>;alion of llie fael lhal al llie home 
reeei\er all 1 )roa«leasl in^ (network, local, or spol eom- 
peles on an eipial Itasis 

". The) seldom Itnd^el for spnl as lhe\ do for praelieally 
all olher media 
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The station representatives' 
y^^n lament has nothing to do with 
^SP' the state of their business. Big 
and little, they're doing satisfactorily, 
thank you. Their complaint is generally 
centered around the fact that the wide- 
spread lack of understanding of spot 
broadcasting makes it impossible for them 
to make the contribution that they'd like 
to to broadcast advertising. 

A number of representatives earmark a 
certain percentage of their incomes for the 
education of sponsors and agencies on the 
efficacy of radio at the local level. They 
admit that they've made very little head- 
way except at a few agencies. 

Spot radio is the stepchild of 
broadcast ad\ertising. And the station 
representatives carry that brand on them 
all the time. There is e\'ery indication 
that national business placed on indi- 
vidual broadcasting stations this fall will 
be the greatest in all radio history. At 
that time there will be a concerted drive 
to educate advertisers to the facts of spot 
life. The big problem, say representa- 
tives, is not so much to prove that spot 
advertising is productive as to prove that 
it is important that it oin be as much a 
prestige medium as it is a result ful one. 
Spot, say representatives, needs more 
"class" programs. Petrilio* has made it 
difficult to produce "big" custom-built 
transcribed programs for individual spon- 
sors, but Skippy. Hollywood Theater (a 
forthcoming spo.nsor story) is ample 
evidence that e.t. spot programiilg can be 
both a great selling vehicle and a prestige 
builder at the same time. What Skippy 
has enabled Rosefield Packing Company 
to do to nationally-advertised and estab- 
lished peanut butter brands like Beech- 
Nut, Heinz, Planters', and Peter Pan is 
proof, say the men who sell radio's city-by- 
city advertising form, what spot can do. 

*\hisic is an tfilegrat pari of all ''big" thotrt and thf 
Ah'.M rrfusrs to pfrmil uxr of niusie on rteords 

SPONSOR 




tiiiic^liiiyer ;iiitli4»ri(y. Iii^li 4mi list 4»f M^IU^rs* |u;ri|M'S 



It's a constant irritation to many sta- 
tion representatives that they're in a 
multimillion-dollar business with a penny- 
ante reputation. 

Not all station representatives feel this 
way. To some the plush living that 
they're making as well as their vital con- 
tribution to the financial health of the 
stations they serve are sufficient recom- 
pense for their lack of prestige in the 
advertising world. 

The most consistent strain in the sta- 
tion representatives' lament, one that is 
heard over and over again in various keys 
at practically all representatives' offices, 
is Hooperatings. Hooper's City Reports, 
made in 94 cities, are the very special 
cross which representatives carry. They 
have no personal fight with Hooper. They 
know how he stresses the limitations of 
his telephone coincidental type of listener 
measurement. They also know that only 
one station in each towr. can be a rating 
leader in that town, and no matter how- 
fine a list of stations they may have 
they'll have only a comparatively small 
percentage of the leading stations in the 
territories they service. 

When they're asked to submit avail- 
abilities they know they have to bring 
Hooperating figures along with them. 
And they know in advance that if their 
station availability is second or third in 
an area they will have to put up a real 
battle even to be in the running for the 
business. Frequently the station they 
represent may have the exact type of 
audience that an advertiser requires, but 
that makes little difference to most 
agencies and advertisers if the station 
hasn't a high Hooper spot open. Since 
Hooperatings are obtained, in most cases, 
within the city limits of the areas covered, 
since they're only an index of popularity 
on an intracity or town basis (except in 
the case of the U. S. Hooperatings and 



Hooper station "coverage" reports), 
Hooperatings for stations are only the be- 
ginning of what an advertiser should 
know when he considers an outlet. But 
in thousands of cases, a good Hooperating 
is the alpha and omega in station selec- 
tion. 

There are, of course, some station repre- 
sentative salesmen who say that Hoopers 
are a challenge to them really to sell their 
stations. They object only when the 
agency timebuyer won't, or — worse — 
can't, listen to reasons why, in this par- 
ticular case, a Hooperating isn't the cor- 
rect broadcast advertising answer. Cer- 
tain accounts handled by agency buyers 
require ininimum Hoopers for every spot 
announcement or spot program pur- 
chased. 



One advertiser for instance moved 
his business from one agency to another 
because the new agency promised him 
that at no extra cost it would buy spots 
with two more Hooper points than his 
former agency was delivering. A time- 
buyer who didn't deliver what his new- 
business department had promised the 
client would be out of a job very quickly. 

Timebuying can be a fine art, but is not 
often practiced as such. This, say station 
representatives, doesn't mean that there 
aren't a number of timebuyers in New 
York, Chicago, San Francisco, Philadel- 
phia, Boston, and a number of other cities 
who aren't well versed in the art — and 
practice it too. The well-grounded time- 
bii>'er is in the minority. Most of them 
(Please turn to page 52) 



l*i*4»l»h^iiis Willi slsilioiis 

1. Despite llieir profits from spot l>roii<lcii»>liii<;, ihey fail 
to proiiiolf it 

2. Tlu-y Judfie stutioii reprt'.sfiilaliveii nearly l()f)% hy llie 
hii.siii«'!i.<i I hey pro<liioe, i^iioriii^ ollior servic*-?* 

They (loirt hiiiUl oiioii^li pro^raiiiss which can he otrorcd 
for sale 



Th«-v «lon'l keep their repref(«'iilalives ahreasl of h>eal 
market ooiulilions 



iNatnonal spot sales lca«ls piek«'<l up locally an' seldom 
passed on lo llie represenlalive 

Availahilily of j«elieditle iiiformalion has heen improved 
hut it's slill far from adeipiale 

Represenlalives are fre«pienlly the last lo learn of good 
proniolioiial material 
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I Louis Kcanc, Seymour Wcitiinan, and 
• Charles Speclor, Beck executives, 
become TV fans and ad prospects 



PiaURE STORY OF THE MONTH 



L S. 





to 



Tf 



For the past 2-1 >cars A. S. Beck has 
invested most of its advertising budget in 
newspapers. From time to time the>' tried 
broadcast advert ising but ne\'er seemed to 
be able to hit the correct formula for sell- 
ing style merchandise to a mass audience. 
Fifteen years ago they sponsored a musi- 
cal program with Willy Howard, Ginger 
Rogers, and Morton Downey on CBS. It 
didn't sell l^eck shoes. 

It is the feeling of Athcrton Pettingill, 
head of Dorland, Inc. (the A. S. Beck 
agency), that televi.sion is the ideal air 
medium to move any product with a 
fashion appeal. He says that the sjxjnsor 
(Beck) and the agency waited only until 
they felt the metropolitan New York mar- 
ket had enough televi.sion sets to make it 
a prrfiiable dollars-and-ccnts investment. 
A mass-priced fashion item like Beck 
shoes can't afford to he a pioneer. E\ ery 
Beck ad\ertising cent must bring in its 
dollars in profits. 




3' commercials come 



in for special agency treatment at a plans board ses- 
sion with Lillian Campbell, Josephine Kelm (A. S. 
Beck account executive at Dorland), H. G. Barnes (agency IV director), and Pettingill 




4- program strategy 



includmg integration of commercials, is discussed by 

Gloria Swanson with station's program heads, (left to 

right)Sherling Oliver, Harvey Marlowe, Miss Swanson, and show producer Richard Rose 

SPONSOR 



n* rPnP/ir^/li timP callsforfullcooperationofdirector, cast, and crew. Dick Rose emphasizes the importance of camera angles to 
U IbllbQIoai IIIIIC model Madelyn Tyler. The umbrella, too, is a Beck product and must show its best face to the camera. Both 
star Gloria Swanson and Pat Murray (right), A. S. Beck television fashion editor on program, sit In on every rehearsal detail for smoothness 




6* nn thp sir l^st. Closeups of products are essential. 7* UlPWPr St hdmP seeing the details of the shoes being 

Ull IIIC ail The camera moves in for a shoe sequence so ' »ICnCI 01 llUliiC highlighted on this telecast, weighs the 

that none of the /ashion detail is lost when received in the home cost as well as style features. Live modeling adds high-fashion touch 
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^^^^^^ 




8- window display S;Kr;;,r,£":';r;r 

The pair of shoes seen on the air is displayed near tie-in pester 



9- floor display 



stops the customer as she seeks a salesman in 
an A. S. Beck store. Since television is news 
to shoppers, women buy even iF they didn't see the pr03ram on the air 




Ifl" thP ^AlP mSriP arid everyone's happy. The home viewer (Betty Colvin) feels that she's wearing the newest in footwear (a 

l U lllb oaib 10 IliaUb television style). A. S. Beck have discovered the impact of TV, both to bring in new customers and to lend 
high style to the shoestelecast. A. S. Beck expect to find on visual air what Ihey c'aim they failed to discover in radio during past 15 years 
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BEFORE VOU 
DECIDC on VOUR 
FALL SCHEDULC 

In D6TR0IT 




See Jf(uu Muck ^ Qei, l^Unc^ 



CKLW 



If your product needs more sales and more dealers . . . if vou want to look at 
a climbing sales chart in the productive Greater Detroit Market, use CKLW. 
* * * Your sales message will get the power of 5,000 watts day and night . . . 
a middle-of-the-dial frequency of 800 kc . . . and a clear channel signal to an 
eight million population primary area. * * * You'll be on a station with 
alert, around-the-clock programming keyed to this area's listening habits. 
And, since we're constantly against the high cost of selling, you get this 
complete coverage at the lowest rate of any major station in the market! 

Guardian Bldg., Detroit 26 Adam J. Young, Jr., Inc., Naf/ Rep. 

J. E. Campeau , President H. N. Stoi'in £3" Co., Canadian Rep. 



5,000 Watts Day and Nigiit— 800 kc— Mutual Brtadsasting System 
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oi»Ti€Ai. ^i:irvi€E 



TV 

results 



SI'OAtiOH: I'liivcrsal Opii. al Co. 



I'HODL'f T: Kvi-KlasMfS 



(.M'Sl LKC\SI-: IIISIOHY: If liilc optJciuiis hmc iisoil 
ni)li() in areas irhfrc their tidrvrtising is peririittod untl tie- 
rrputblo, scldiini lia.s oral hroailcustinji brought the immetli' 
all' rfsiills that U liA L-Tl did for this t licnt. One one- 
iiiiiintt; annininti'incnt uiis sranncd oxrliisiiolY on tin's 
station in June. \\ hen the store opened Oie ne.xt morning, 
fire out oj the first six customers said thcv were there 
because ihev hud seen the nil on teloi ision . 

W HM,-T\', Hallimorc l*IU)OI{.\.\I: I -11111111 ic aiiiiouiii eineiit 



T«.'lovi.sH»ii Ls |>roviii^ 

Hint visiisil :iir iHlverli»»iiij;£ 
.sell siiiytliiiiji; from 
wire and cable t«» ey4^;$lavSses 

aii4i »ilo4*ks flllli lioii«is 



SI'O.NSOK: l<,-Mi.,l.I, v"4 Co. 



i'KODLCT: Soriiri/io* 



CAI'SL LK C.A.Si: iriS'lOKY: To acliieie aeceiHaiicc and 
standing icith ricu ers and sci iirity houses. Reynolds spon- 
sored a 15-minuie 71' series programing I'ennsyliania 
leaders oJ industry. 'Top management men from Jirms such 
as I'vnnsvlvaiiia l{. li.. I'hilco, SKI-', and Cimhel Brothers 
Here presented. Trade paper piiMicitv and rieicer associa- 
tion iif the name of Reynolds u ith lop corporations has con- 
vinced the sponsor that their salesmen won't have to make 
''eohV calls anymore. 

W'VTA, I'hila.lolpliia I'HOGHA.M: ' Leailrr^ of Imlustry" 



Willi: AXII CAIILIi 



SI*(J.N.S()I{: I . |{„|,l„.r 



I'l{()J)l CT: lii.«iilau-<l TroiliK ts 



CM'Sl I.K C\SK iriSTOin : /"■. 5. Rubber, having devel- 
oped something iieir in wire insulation, decided to reach its 
Qiuihertown iiitirLrt through a llollvivooil-stvie 7"K pre- 
miere. .Ill of I'hilailelpliiii's important contractors and 
builders uere invited to the first lelerost oJ "At Liberty 
Club" over \\ TIL. liejore ibis first scanning u iis ojj the 
air orders had been placed that justified the 13-iceeli series. 
Shou is currently on \ISC-Tl '. Igencv is TIetclier I). 
Richards. 

W I II.. I'liil;>(l<l|.liui I'HOCH \\l: ' Vl I,il>erl\ Cliil." 



SCHOOL, RESTAIJIIAXT 

J^I'ON.SOIC None I'KODl'CT: I'oo.l aii.l iii>;riicli.)ii 

CAI'SL'LK CASK 1 1 I.STORY: Because Mrs. Lucas, who 
directs this weekly kitchen sess 'uni. is an epicure s cliej. her 
bow-io-inake-ii sessions have charm and viewer appeal. 
Alllioiigh this is a sustaining CliS program, it draics on 
average oj 1.000 letters a week and .Mrs. Lucas' Cordon 
lileii resltiiirtinl ami school are tloiiig the biggc-^t business oJ 
their career. It pays, says the lady, to admit that vieiccrs 
kiiinc bow to cook ham anil eggs. 

\\(;i!S-'r\ . « ^'(.rk l'H()(7H.\.\l: To llio (Jiiei-n s Tasle"' 



HOME Ai'riJAxri:s 



IIOSIEIIV 



S|M)N>()U: llarrx Mirr (. 



I'lK )l >l « . T: Hi-frigi ralor-. .1. . 



C \I'M 1.1: ( \M; II I> I < iin liter is in its second 21) weeks 
oJ spoivoring ii re.siling. I in Tt it intnuliiied the Crosley 
rejrigeriitor to Chicago. Tico days later a couple vi>iteil a 
diiiler. demonstrated the Crosley to an inexperienced siiles- 
niiin as they had M-en it done on the air. and bought one. 
One of \ltei'\ ileiiler.s offered a clothes sprayer jree to any- 
one li.'.iting /n> \ti>re who mentioned they •>«/<• hitii on T\ . 
It cii\t him l'.\l) \priiyer\. \gency Miibolin-I loiciird . 



\\ UK II. Chi. ;■<:.> 



l'UO(,U \\l: W r. -iliii!: 



>I'»)N,>;()I{: W ilK ■> of IIoll^ «o<..l 



I'HODl CT: .N\loii> 



C 1,1; cam; IllSlOin : On Jnm' It. this hosiery 
iiiiiniijtictiirer miide its jirst ojfev oj 6ft giiiige. 15 denier 
icomen's hosiery jor Si'. On the evening of the telecast. Ill 
colls resulted in t^ales oj 2'2ft pairs oj hose. 'I'lie jollowiiig 
day orders for .V) more pairs were received. "Shopping at 
Home' is 11 pnrtici pntion program icliicli has 15 s]>onsors. 
II illy's hose is <"'</ directly jrom 11 factory -oicned store in 
Los Inwles. 



K ri.A. l,o> \ll?rl.- 



I'lKKrll \\l.><: "tflioppiiip al Horn.- ' 



7<^ KMBC-KFRM 

HAS PROVED ITSELF!' 



James R Reese Advertising Co 

JAMES I^. ^ „„.ST,.~THS, 



U»ND O*"" ""-"^ 



/ICTOB 5269 

KANSAS CITY 6. MO. 



Bay 28, 1948 



Mr Arthur B. Church, Preaident 
Tadlo SUUon« KMBC-KTO. 
Kansas City 6, Ml«aourl 

^ f the very quick and continued response 
Dear Arthur: P'c::::^;^^:^ -Vk^C^k™ Tea». V.onda, through 

. . - ^^^■z.irzi^:^ ^ ^ - - 

^Itifylng-in fact, amazing! " 

J •♦«aif bevond any need of 

other source. ... for 



other oou*>--'. •-- 
series indefinitely , 



wvery truly yours, 



Janes 



R. Reese Advertising Co. 



The KMBC-KFRM Team Serves 3,659,828 People 



Here's but one of a number of advertisers who 
are finding satisfaction in utilizing the KMBC- 
KFRM Team. The Team completely covers the 
enormous Kansas City Trade area. This exclu- 
sive, custom-built coverage offers simultaneous, 
complete and economical coverage of this great 
Middlewestern area. 

This extended coverage, made possible by the 
addition of KFRM, is unique in broadcasting. 
It's important to YOU as an advertiser! With 
programming from KMBC of Kansas City, cap- 
ital of the area the KMBC-KFRM Team permits 
ONE broadcaster to blanket the trade territory. 
The proved 0.5 mv/m contour, as illustrated, 
boosts the potential audience of The Team to 
3,659,828 people . . . and, they are all important 
consumers in this rich Heart of America market. 



Lli'i 




of KANSAS CITY j 
5,000 on 980 \ 





OWNED AND 
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7th Oldest CBS Affiliate 
Represented Nationally by 
FREE & PETERS, INC. 



OPERATED BY MIDLAND BROADCASTING COMPANY 
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1 


i for KANSAS FARM COVERAGE 
f 5,000 on 550 
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$100 for a liew naine for SPOT 




Tli4> w^»r«l "*Kii4»l*' has dov4^loIl4'4l 1\V4» niciiiiiii^s; 
4»iily on4> liais caii^lit on Willi sponsors 



^^^^k It's tiir.c for a new ii?nie for 
^Pp^n national broadcast advertising 
purchased on £n individual 
market besis. Many naincs have been 
suggested rs replactnxrts for "spot," but 
none, ti us frr, has iret industrywide ac- 
ceptrrce. Eecf.i'se there is need for an 
acceptable term, si onsor is offering $100 
in a rcw n.'n-.e ccmpetiticn which is open 
to all segments of the industry. Ten 
bound voliir.es of the first 12 issues of 
sroN50R, which already are collectors' 
items, will be awarded as runner-up 
prizes. 

Three representati\'es of each of fn'e 
segn ents of broadcast advertising will 
ser\c as judges of this name search. Rules 
and rcgulati(;ns established for this con- 



test-search are described in this article 
and on the entry card bound between the 
pages of this report. 

If the word "spot " were to mean just 
one thing, it might be adequate. It 
doesn't. To most men not directly associ- 
ated with radio advertising it means 
"announcements." In many cases the 
meaning of "spot" is even more restric- 
tive. Executives of national advertiser 
fimis generally limit the meaning of the 
term to ver>' short announcements — 
chain-break or station-break commercials 
(about 15 20 seconds in length). 

In an effort to overcome the misconcep- 
tions of the meaning of "spot," time- 
buyers at advertising agencies have 
roundtable meetings with new clients to 



"educate" them to the broad meaning of 
the term. Linnea Nelson, J. Walter 
Thompson, explains her operations in this 
manner; "We ha\'e a routine with new 
clients. We explain very thoroughly 
what spot radio is. Then we seldom ha\'e 
any trouble again. Sometimes we use the 
word 'local' in connection with 'spot.' 
W hile 'local' will mean something differ- 
ent to station men, at |. Walter Thomp- 
son it means nonnetwork announcements 
or program campaigns. There has been 
considerable education I'n the industry as 
to exactly what 'spot' is. There is prob- 
ably less confusion now than in previous 
jears. A new name would be a good idea, 
but the word would have to be smart, 
effective, and not highbrow in any way." 



THE JUDGES IN SPONSORS' "NEW NAME FOR SPOT" 



J. I). DOW IlKN 

llnilm I'liitr /(tivir. MtnittjDinrrv U ,irf/ t( t 'ii.. t'liinutn 

1.1 I M \l K M M(>«ll M.I 

Xtlrrrlixim) Mtnufirr 
( imUlirnl,,! lUltili,, < o . \r,r ) ark 

i Ml I'llllll v|-M I I H 

SiilfM it UlrfrtiMiinf \!,iini,irr 

Fritiikliti lUihi-r ilir < <riifritl h'lii'tl* . \rif ) itrk 

< Vill us I It \M (I 

\lnitri'/fr. Itnilm I ntir IUi\tii'i 
} niiiK/ lintitftiin. > iirt 

J V« K l.\l MM \U 

\lriliii hirfftiir I <mtf t iu,r J llflitiiij, ( hifiht'i 



I.INNKV NKIXIN 

//<*rit/ tif Hiiihn (I Trlrrisitm Ttritr tttiyiinj 
./. Il»i//rr '/'hfuiiftsnn, \rif ) ork 

.1 \< K II VKKIS 

tiriirriit Mttiiiitjrr. Kt*ll('. thtiixliiii 

i I.MK It. Mr< OI.I.OI i;ll 

Prrxuhiit, Stfiiniiiin Stiili*iiis, I jiiiriislrr. 

Ill <:ii 11 Kin 

tirnrnil Miiniitjrr hi./ hfurrr 

.I<C<K|-Il III.OOM 

l*rrfiflrnt, Furyiw J (.ii„ \rn' >iirt 



COMPETITION 



M. iMa>ioN rKi Kits 

/*rrsifirnl, Frrr d /*rtrrt. \rir } tirk 
I'M L H. It \^ MKK 

l*rrst*lrlil. I\inl II Unymrr t'lt.. \rir ) ttrk 

ill \ IIKltllKKT 

(•ritrrnl \tanagrr 

■\ll-('.titunln lladio FitrilUira, t.lti.. Tttnttihi 
JOHN rVI'llMJN >*1IJ.!\MS 

nrrsidnil. TrniisfriftI inn Snirx. Inr.. Sprin>jtirfd. Ohtn 

I iu.dkkm: >\ - 

i*rrfntrul, h'rrtirrtr U . 7.iv Co., f'inciniinii 



4! 



SPONSOR 



Since education has been found essen- 
tial tiiroLighout broadcast advertising on 
the meaning of the word "spot," it's 
obvious that tiic name Isn't adequate, 
it's obvious tiiercfore that the advertiser 
who hasn't used radio, who hasn't been 
subjected to "education," doesn't i<now 
wiiat it means. The problem becomes 
more involved as each agency develops its 
own set of terms to a)ver the field of 
national broadcast advertising on a 
market-by-market basis. 

Mary King, timebuyer at Kudner 
Agency, explains their procedure in the 
following way: "We have our own house 
distinctions for the terms of 'spot' broad- 
casting. We call all announcements of 
less than one minute, 'limited announce- 
ments.' One-minute 'spots' are 'minute 
announcements.' 'Spot' programs are de- 
fined by length and type. 'Spot' is used 
only to define the fact that it is non- 
network. We sometimes use the term 
'limited-area' broadcasting to explain 
'spot' campaigns." 

The stress that Mary King puts on 
"limited area" is indicative of the com- 
tnon belief, even in the radio departments 
of advertising agencies, that national 
advertising purchased on an individual 
market basis is all limited-area advertis- 
ing. Seldom is the field of "spot" pic- 
tured as a national medium, which the 
Rosefield Packing Company (Skippy 
Peanut Butter) has used to cover 80% of 
the nation. National broadcast advertis- 
ing purchased on an individual market 
basis need not mean individual area ad- 
vertising only. It can and d(x;s deliver 
nationwide coverage. 

While "spot" is understood by raJio 
executives and timebuyers in agencies, 
and, in many cases, by the radio advertis- 
ing executives of national advertisers, it's 
a Considerable hurdle to advertising men 
in sponsor firms when discussing the field 
with executives outside the advertising 
department. Cliff Spiller, now sales and 
advertising manager of the Franklin 
Baker division of General Foods, has to 
explain to practically every non-advertis- 
ing man at G-F that his test campaign in 
the Southwest which is being run on a 
"spot" basis is not an announcement 
campaign, but a program sponsorship. 

J. D. Bowden, radio timebuyer with 
Montgomery Ward, and Harry E. Fuller, 
district advertising manager for House- 
hold Finance (both of Chicago) have 
found that an understanding of "spot" 
doesn't extend beyond the advertising 
staff. Says Bowden, "Speaking to people 
outside the ad department, I find it neces- 
sary to explain what 'spot' is." Fuller 
(Please turn to page 81) 



quotes • • • 

" I'm in favor of ;i new name if it will heipciear up tiie confusion 
as to the meaning of 'spot,' and I think that it will, i don't 
like to waste time when sitting down with an account man to 
e.xplain that spot radio may mean a baseball game or a one- 
minute announcement." 

TOM AI.DKKAIOrr 

'rinieljuyer, V. U . Aver, N. > . 

" Most people take the word 'spot' tomean spot announcements 
alone, so it isn't broad enough. We should have a better word." 

IIELF.N WILIJIK 

Tintrhuyi'r, hulierly. Cliffunl ij Shenjield, N. Y. 

"We definitely need an adequate term. Perhaps someone will 
have to coin a new word. I have no suggestion to describe what 
we mean by 'spot' or non-major network radio." 

MAi{(;\i{i:r wvLit; 

Tiinrhiiyer. J. W aller Tliiini[ison, Cliiraf/o 

" I think it's definitely time that we found a new term. 'Spot' 
can mean anything from a one-minute announcement to a 15- 
minute strip or 'you name it.' It's confusing not only to 
advertisers but also to people in the business." 

I ./). ill clniri/e of rutliti. Legally, Inc., t'liicmio 

"With the tremendous growth in the use of spot advertising 
we require a more definitive term. The right word would help 
sell the use of 'spot' to national advertisers." 

DAVID ii\mm:i{\ 

\ .p., Owen <j Cluippell. i\. Y. 

" I do think that a new name would be a good idea. Non-radio 
people in the agency and the client's oHice tend to think of 
'spots' as minute announcements only." 

FHANk DAMKLS 

Thnelmyer, l^nnen tf Milcliell, N. ) . 

"I can see where 'spot' is confusing to people not connected 
with radio." 

.lAXK McKEXDKY 

Timebuyer, Needhani, Louis if Brorby, Chicago 

" 'Spot' encompasses so much that it has to be broken down. 
Possibly a combination of other words or coining a new word 
would clarify the situation." 

.J.\CK LAEMMAK 

Media director, Foute, (hne if lielding. Chicago 

" 'Spot' is a negative word. It's time for a new word." 

STEW ART I'. UROW N 

Neff-Iiogow, A'. Y. 

"I've run across trouble in explaining exactly what 'spot' is." 

WilAA \.M D. S.MITII 

Timebuyer, liurhanan. A'. 
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Hit Tunes for August 

(On Recordj) 

CHILLICOTHE, OHIO 



Aft Mooney— MGM 10230 |. 
The Four Tunei — Manor 1087 

DELILAH (Encore) 

Glenn Millei— Vic 20.S942 
Horace Heidi— Col 36370 . 
Dicic Juijenl— Okeh 6389 

DREAM PEDDLER, THE 



(Mellin) 

Pessy M«nn-Eddie Heywood — Vic. 20-2839 
Lei Brown — Col." 



Buddy Clark— Olceh 6403 
Milll Brothers- Dec. 4108 



Fr«nl<ie Carle— Col. 38036 
Hal Derwin — Cap. 431 
Del Courlney — Vita.' 



FOOLIN' 



Jay Dee) 
Francil Craij— Bullet 101 3 
I* Gloria Carroll — Back Bay* 



(Peer) 

Sammy Kaye— Vic. 20-2652 
Snooky Lanion — Merc. 5124 
Harry Roy — Lon. 225 



Ed McMullen — Crown B 1-164 



IT'S SO PEACEFUL IN THE COUNTRY (.e^eno 



Mildred Bailey— Dec. 3953 
Bob Chester — Bluebird 11227 
Jan Sayill— Vic. 27464 



Charlie Spivak— Okeh 6291 
Harry James — Col. 36246 



JUST BECAUSE 



(Peer) 



Frank Vankovic— Col. 38072 . A. Georse — Sij. 1 5207 

J. Gumin— Chord 664 . Eddy Howard— Ma). 1 231 

Lone Star Cowboys— Vic. 20-2941 . Sheriff T. Oweni — Mer. 6086 

T Parker's Four Jacks — Polda 1002 Riley Shepard — Embassy 1003 

D. Stabile- Dec. 24376 . F. Zajc Polkateers — Conl. 1228 

Al George — Master 101 . Penn-Jcrscy Stjins Band — Met/o. 2001 



I WANT TO CRY (Excelsior) 

Savannah Churchill- Man. 1129 
Dinah Washington — Mer. 8082 

LONG AFTER TONIGHT 



Chris Cross — Sterling 4004 
Phil Rted-Frank Picher — Dance-Tone 216 

(CMl) 



Kate Smith— MGM 10157 . 
Andy Russell— Cap. 15055 
Betty Rhodes— Vic. 20-2735 



Snooky Lanson — Mer. 5095 
)'vette— Vita. 919 
Russ Titus — Musicana 1 4 



SERENADE- 



-MUSIC PLAYED ON A HEARTSTRING (Duchess) 

Buddy Clark-Ray Noble— Col. 38091 . Jan Garber— Cap. 1 5043 



Bob Eberly-Russ Morgan — Dec. 24376 
Jerry Wald— Com. 7503 



John Laureni — Mer. 5099 



SOMEONE CARES 



(Porgie Music) 

Vaughn Monroe — Vic. 20-2671 . Mills Brothers — Dec. 24409 
Art Lund— MGM 10170 . Eddy Howard— Maj.* 
Frankit Carle — Col. 38130 . John Laureni— Mer. 51 44 



SPRING CAME 



Republic) 



Sammy Kaye — Vic. 20-2886 



TAKE IT AWAY 



(Pemord) 



Enric Madriguera — Dec. 24446 . Edmundo Ros — Lon. 230 
Xavier Cugal — Col. 38239 . Emil Coleman — DeLuxc 1010 



TIME AND TIME AGAIN 



(London) 

Wayne King-Buddy Clark— Vic. 27516 , Eddie Duchin — Col. 36089 
Bob Chester— Bluebird 11172 . Tommy Tucker — Okeh6177 

WALKIN' WITH MY SHADOW 

(Johnstone-Montei) 
Four Knights — Dec. 48014 . Jack McLean-Wayne Grigg — Coast 8001 
Monica Lewis — Sig. 15229 

YOURS Maks) 

Vaughn Monroe — Vic. 20-2984 . R. Armingod— Dec. 1 8 1 59 

Xavier Cugat — Vic. 26384 , Jimmy Dorsey — Dec. 25121 

Benny Goodman — Col. 36067 , Eddy Howard — Col. 37995 

Phil Riid — Dance-Tone T7 . Andy Russell— Cap. 1 01 1 2 

Tito Guitar — Vic. 27410 , Nat Brandwynnc — Dec. 3913 

E. LeBaron — Dec. 25205 . Cuba Libre Si« — Coda 5004 

G Carter— Black « White 3005 . Ben Light— Tempo 598 

Roy Sm.ck— Dec. 3790 . , 

boon to be released. 



Dialing Habits Differ 

Indicative of how dialing habits differ 
111 City, Town, and Rural listening areas 
arc figures in the first U. S. Hooperatings. 

Selecting Grand Ole Opry as a show that 
should have a strong rural appeal and 
Walter Wincheil as a program with strong 
^ metropolitan listening, spo.nsor had two 
tabulations made from the U. S. Hooper- 
atings (January-February 1948). 

I U. S. Iluoprrailngii 

i "(.rand Ole Opry" .\rea "Wallrr Wincheil" 

! <-''iy 20.U8 

'leiwn 14.61 
I6.4.J Rural 9.1(9 

The daytime National Farm and Home 
Hour had a program popularity Hooper- 
ating of 1.9 for Januar>'-Fcbruar>'. The 
U. S. Hooperatings for the same period 
reveal a different picture by area type. 

".National Farm and Home Hour" 
CAty l.titi 
'I'own S.7S 
Rural 4.(1» 

The three programs are not used to prove 
that there aren't programs that appeal to 
all of America but just that there are 
many that have a changing appeal. 
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part I: Commercial TV Sufions 
Operating 

Rate cards, facilities data, TV 
set count, personnel, etc. 

pari 2: Construction Permits Out- 
standing & Applications 
Pending 

Technical facilitiis, affiliations, 
call letters, etc. 

Experimental TV Stations 
Present Allocation of TV 
Channels by Cities 

Allocations to first 140 mar. 
kets, sales rank, population. 

ADDED FEATURES 
Proposed Allocation of 
TV Channels by Cities 

New allocation plan listing 
proposed channels for 458 
cities. 

Directory of Television 
Program Sources 

Owntrj producers, syndi- 
cators of livi and film material. 

AT&T Maps of Television 
Network Routes 



pari 3: 
pari 4: 



pari 5 



pari 6. 



part 7: 
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100,000 TICKET HOLDERS TAM-PACK 
WFBR'S MODERN STUDIOS YEARLY! 

The fickef-faker af WFBR's big Studio A is a busy fellow. He collects 
free admission tickets from over 100,000 loyal WFBR fans that 
throng the station every year. 

What does this mean to you? Plenty! This big crowd is the only "plus" 
of its kind that you can get in Baltimore. It's a home town listener 
loyalty that is just one of the reasons why WFBR is first in the 
nation's sixth largest market. 

This year over 100,000 Baltimoreans will visit WFBR, get their copy 
of "Let's Listen"(WFBR's program highlight guide), see great 
shows, look at interesting merchandise displays and generally have 
a swell time. 

In planning your fall time buying, please remember this - in Baltimore 
it's . . . 




„5 ilTriMOKt STAnON WITH ..0.0. 
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§iiigiii' Sam 

the man behind over 200 Successful sales curves 

For llu- s|M>ii>.or in l<'r«-xli'il in sales. Siiiiiiii* Saiii |>rcsciit.s a nniqiic 
o|)|)()rl unity. I''<>r never in ra<li<>*s history liii^ there been ii personality 
hke Sani . . . n«Mer hefore a projirani series >vith snch an nntstan<liii<; 
r«'<'«>ni of major sales snece!>ses iinhroUen l»y a sinplc failnrc. 
'I'lux' are stron<; statements that «>arry treniendnns \\"ci<:lit with 
pr«>s|M'«'ti» e pro<;rani pnrehas<'rs ... if supporte«l l»y facts. An«I facts 
have ill ahiiiKlanee . . . Iii^h IIoop<'rs. tMHi'iratiilatory letters, c\- 
pr<'ssi«ni> «»f n'al appreeiation hy ailvertisers themselves, aetiial 
helon' ami afti'r st«»ri<'s haekeil with the «'«»nerete fifiiires. 
I'lii.s l.)-miniite traii>*<'rihe«l program series is the ^how 
you nee«l to pnxliiee results. Write, wire. <»r telephone 
I'SI for full iletails. Despite Siiifiin* J?ani*!; t reiiiendoiis 
popularity ami pull, the simw is r«Msonahly prieeil. 
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k^iiipin' Sam — America's greatest 
radio salesman. Assisted by Charlie 
IVIagnanle and his orchestra and 
the justly famous Mullen Sisters. 

trritp for information on those TSI shows 

• liiiiiiortui Love S«iif;s 

• W est ward IIo! 

• Vour Ilyiiiii lor tlie Day 

• Wings of Song 



TRANSCRIPTION SALES, INC., ^j^^SKht 

Telephone 2-4974 

New York — 47 West 56th St., Col. 5-1-544 Chicago — 612 N. Michigan Ave., Superior 3053 

Hollywood — 6381 Hollywood Blvd., Hollywood 5600 



...«aiiiimiih«ii8i»ak.^iiliikrfi«ii. 
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HIT 'EM A 

HARD LICK 

WITH 

WCON! 



We've got our coats oR 
and sleeves rolled up — wait- 
ing to go to work for you I 
We know this nriarket and 
we know our listeners. We 
know what progranris they 
like and we see that they 
get 'enr(. 

So when you want to get 
in a hard sales lick 
down here . . . just 
call on WCON I 

Why not call on 
Headley - Reed 
Company for the 
dope right now? 




Drawl ntr by 
pcmitsBlon of 
r>. Applrton* 
Cfnlury Co. 



ABC 




A matchbook of 5 plastic golf tees IClllindcd 

key Bf)stoiitaiis, includiii}; agency and 
sponsor executives, that it was T-Day 
when \Vestiii}ih()iise's \VBZ-T\' took to 
the air on June 9. 

Paper plate, wooden spoon and fork cele- 
brates "Dinner Winner's" 15.4 Hooperating. 

Station WHK (Cleveland) told the 
world about a new I Inoperhigh by mailing 
to sponsor prospects an empty place 
seivicc. f-ork was stamped "\VI IK forks 
over the listeners." Spoon was marked, 
"WHK dishes out results." 

WNEW's little songs about democracy Were 

the subject of an "art contest"among high 
school students recently. Winners were 
sho\Mi at the Associated American Artists 
Gallery in June and at the Museum of 
Science and Industry in Radio City dur- 
ing July. In August they will tour public 
libraries in New York City. 

"How to cook a dragon" is a most intriguing 
and perfectly illustrated booklet pub- 
lished by NBC to stress the significant 
Juvenile Saturday morning audience. The 
booklet "sells" the NBC Saturday bcfore- 
nocn line-up from Story Shop to Siiii/iii" 
Ed McConuell. WCKY, Cincinnati, has 
issued its own booklet on this time period 
titled, "Oh, What a Beautiful Morning." 
The L. B. Wilson station points out that 
in tiic Queen City there arc 20''^ more 
radio listeners on Saturday morning than 
on any other a.m. 

Instead of using regular station letterheads 
to send out letters to the drug trade on 
Toni's sponsorship of programs o\er 
WPOR (Portland, Mc.), the station 
printed a special letterhead which in- 
cluded the name of Toni and the pro- 
grams sponsored. Less copy about the 
shows had to be put into the letter. 

KSL, Salt Lake City, tagged fishes at the open- 
ing of Utah's fishing season with KSL's call 
letters and numbers delivering from $1 to 
$50 each to the catchers. KSTP prac- 
tically tore up Minnesota three years ago 
with a similar promotion. Thirty-seven 
tagged trout were caught on the opening 
day of Utah fishing season. 

"Listen Ladies" on KGNC (Amarillo, Tex.) 
asked daytime dialers to send in recipes. 

Over 1 .(XXIunusual cooking ideas were sub- 
mitted to station. PracticalK' all the 2,500 
200-pagc cookbooks published from these 



rccipi's moved out of the station into the 
homes within a few weeks after they came 
off the press. 

Disk jockeys sent up in a blimp for a broadcast 

by WAGE and WACE-FM (Chicopee, 
Mass.) to give their show a "lift" floated 
o\'er two houses that a real estate firm 
sponsor had for sale. The jockeys, Kris 
Martin and Lee Smith, miked commer- 
cials on the properties. Result both 
houses were sold liefore the blimp re- 
turned to the ground. 

Not all stations take a summer slump lying 

down. KOIL (Omaha, Neb.) decided 
that one way to promote hot weather 
listening was to increase the sale of port- 
able radios. On 475 streetcars and buses, 
on the backs of 105 Checker cabs, in 
newspaper advertising and radio dealer 
countercards, KOIL advised transit 
patrons to "listen to KOIL all summer 
and buy a portable radio today." 
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For Announcement 
Schedules: 



1 




'Ihrough the Listening Glass" 



flows such Heavenly Music — HALEiil 



Noililii<: ooiild be sweeter! Not Clieriihim nor Sera- 
pliiiii liniiiiiiiiig oil a elond . . . not eN'eii iiiigel 
wings siriiiiiiiiiiig a ihoiisaiid harps! j\o, iiulliiiig 
rniild l»c sweeter lliaii llie S ALKS joii'll make . . . 

Laiig-\\ orlir.s feature progrniii. "TllUOUGil 
Tin: LisTiiMM; Gi.At:s!"' 

Here is ;i (|iialit\, 30-iiiiniii)' iiiiisieni show lliat 
capHires the ear <tf your [xtleiilial eiisloiiiers and 
enhances the |><>\\<'r of your sah>>. message. It is 
avaihd)h\ \ia lrnii>.<'ri|)li(>n, on 600 l^ang-N\'orlh 
nfTihale<l stations, h i>. \\ritt<'n and prodin-e<l witli 
eharni, glauicnir and good taste. It will sell your 
prodnet jnst as surely as fine raiment sells tlic man! 




"TllUOUGil TiiK LiSTKMNG Ci.ASs" rcvcals 
a "N\onderlaiid of melodies" — in brilliant eolor- 
tones. Musical glamour by Jack Sliaindlin and the 
radiant voices of bis "Siher Strings" orchestra. 
Kicb old ballads by the Lang-Worth Choristers, 
nnd your faN'orite romantic songs by Dick HroN\'ii, 
Joan JJrooks and Johnny Thompson. 

In addition to "Thkoi gii tiii: Li.stkm.ng Gi,.\.*;.s." 
every Lang-NN'ortli Station offers the brilliant 
"Cavalcade of Music" and several other star^ 
stud«led musical shows for local and regional spon- 
sorship. See the listing on opposite page and con- 
tact station or its representative immediately. 



Network culibre programs al local stalion cost 
are provided by these Lang-Worth affiliated stations 



UNITED STATES 

ALABAMA 

inniston WHMA 

llfmingham WBRC 

Irewiton WEBJ 

Kith>n WOIG 

adsden WJBY 

:unlsville WFUN 

Mbile WKAB 

mbile WKRG 

lontsomery WAPX 

Jlaouja WMLS 

ARIZONA 

laplatt KWRZ 

lasj KARV 

hMnii KOOL 

lioenii KPHO 

Jcson KCNA 

' ARKANSAS 

M Sitiilh KFSA 

alana „.KFFA 

ope KXAR 

01 Spiing! KTHS 

iltleRock ... KLRA 

lagnolia KVMA 

'est Memphis KWEM 

CALIFORNIA 

lamada .... KONG 

akersfield KAFY 

urbank KWIK 

J'oria KBUC 

inuba . KRDU 

■esno . .. KYNO 

<illywood KM PC 

)ns Beach KFOX 

)ng Beach KGER 

s Angeles KECA 

>s Angeles. KFVO 



Los Angeles KNX 

Modasto KTRB 

Oakland KWBR 

Orovilla. ....KOAN 

Pasadena KXLA 

Red Blult KBLF 

Richmond KRCC 

San Barnardino KCSB 

San Oiago KSON 

San Oiago KUSN 

San Francisco KJBS 

San Francisco ..KSAN 

San Luis Obispo KPIK 

San Matao KSMO 

San Ralaal KTIM 

Santa Barbara KTMS 

Santa Maria KCOY 

Santa Rosa KSRO 

Vallelo . KGYW 
Visalia KTKC 

COLORADO 

Bouldar K60L 

Colorado Springs.... KROO 

Denver KMYR 

Oenvar KVOO 

Grand Junction KFXJ 

Greelaj KFKA 

Pueblo KCSJ 

Trinidad KCRI 

CONNECTICUT 
Hartford . . . WTIC 

NawHavan.. WELI 

DELAWARE 

Wilmington WILM 

Wilmington WAMS 

WASHINGTON. O.C. 
Washington WINX 
Washington.. . WOL 
Washington. WTOP 

FLORIDA 

Crastviaw WCNU 

Oaytona Beach WMFJ 

Eustis WEUS 

Gainesvilla WRUF 

Hollywood WINZ 

Jacksonvilla WJHP 

Miami , WGBS 

Miami Baach WLRO 

Ocala WTMC 

Orlando WLOF 

Palatka WWPF 

Pensacola WBSR 

Quincy WCNH 

Sanlord WTRR 

Sarasota WSPB 

Tampa WALT 

Tempa WFLA 

West Palm Beach WIRK 

GEORGIA 

Atlanta WAGA 

Atlanta WBGE 

Atlanta WGST 

Augusta WROW 

Brunswick ^. .WMOG 

Cartersnlle WBHF 

Columbus WSAC 

Oawson WOWO 

Fitigerald WBHB 

Gainesvilla WGGA 

Macon WMAZ 

Rome WRGA 

Savannah WTOC 

Thomasvilla WKTG 

IDAHO 

Boise kGEm 

Coeur d'Alene KVNI 

Lewistown KRLC 

Nampa KFXO 

Pocatello KSEI 

Preston KPST 

Twin Falls ... KTFI 

Weiser . . KWEI 

ILLINOIS 

Alton WOKZ 

Aurora WMRO 

Bloomington WJBC 

Canton WBYS 

Cenlralia WCNI 

Chicago WAIT 

Chicago WBBM 

Chicago WEHS 

Chicago WGNB 

Cicero WHFC 

Oecatur WSOY 

Effingham WCRA 

Joliet WJOL 

La Salle WLPO 

Pekin WSIV 

Peoria .- WMBO 

Quincy WGEM 

Springfield WTAX 

INDIANA 

Blomington WTOM 

Evansville WEOA 

Fori Wayne WGL 

Indianapolis... WIBC 

Richmond ....... WKBV 

South Bend. .... . WJVA 

Terre Haute WTHI 

Vincennes. . WAOV 

IOWA 

Cedar Rapids WMT 

Council Bluffs KSWI 

Davenport WOC 

Des Moines KCBC 

Oes Moines WHO 

Fort Dodge. KVFD 



towa City KXIC 

Keokuk KDKX 

Mason City KSMH 

Sioui City KSCI 

Watarloo KAYX 

KANSAS 

Oodga City KGNO 

Goodland KWGB 

Graal Bend. ... KVGB 

Hutchinson ., KWBW 

Independence KINO 

Pittsburg KSEK 

Salina KSAL 

Topaka WIBW 

Wichita KANS 

WichUa KFH 

KENTUGKY 

Hopkinsvilla WHOP 

Leiington WKLX 

Louisville WAVE 

Louisvilta WGRC 

Owensboro WOMI 

Paducah WPAO 

LOUISIANA 
Alaiandria. . . KSYL 

Bastrop ktRY 

Baton Rouga. WCLA 
Lake Charles. . . KWSL 
New Orlaans. . . WJMR 

Naw Orleans WSMB 

Ruston KRUS 

Shraveport KWKH 

IV1AINE 

Bangor WGUY 

Portland WGAN 

IHARYLAND 

Annapolis. WANN 

Baltimore WASA 

Bethesda WBCC 

Bradbury Heights WBUZ 

Hagerstown.. . WJEJ 

Silver Spring WOOK 

IHASSACHUSETTS 

Boston WEEI 

Boston WME)f 

Brockton wBET 

Fall River :....WSAR 

Holyoke. WHYN 

Pittsfield WBEC 

Salem WESX 

Springfield... WSPR 

Walthem WCRB 

Worcester WDRC 

IV1ICHIGAN 

Battle Creek WELL 

Bay City WBCM 

Benton Harbor WHFB 

Dearborn WKMH 

Detroit WXYZ 

Detroit WWJ 

Detroit WOTR 

Detroit WJR 

Detroit WJBK 

Flint WFDF 

Flint WAJL 

Flint WTCB 

Grand Rapids WFUR 

Grand Rapids WOOD 

Iron Mountain. . . . WMIQ 
Ishpeming . . , . WJPD 
Lansing WILS 
Marquette WDMJ 
Port Huron WHLS 
Saginaw WKNX 
Saull Sta. Marie . .WSOO 

MINNESOTA 

Bomid/i KBUN 

Crookston KROX 

Ouluth KDAL 

Eveleth WEVt 

Grand Rapids KBZY 

Mankato. KYSM 

Minneapolis KSTP 

Minneapolis. WCCO 

SI. Cloud ..KFAM 

Worthington KWOA 

MISSISSIPPI 

Brookhaven WJMB 

Greenwood WGRM 

Jackson WJOX 

Jackson WJXN 

McComb WAPF 

Meridian WTOK 

Natchei WMIS 

Vicksburg .WVIM 

MISSOURI 
Columbie KFRU 
Farmington. . KREI 
Jefferson City KWOS 

Joplin WMBH 

Kansas City WHB 
Kansas Cily KCKN 
Lebanon KLWT 
St. Genevieve KSGM 

St. Louis KMOX 

St. Louis WEW 

St. Louis KWGO 

St. Louis WIL 
Springfield .KWTO 

MONTANA 

Anaconda. . . KANA 

Billings KBMY 

Bozeman KXLQ 

Bulte KXLF 
Great Falls KXLK 
Helena KXU 
Livingston KPRK 
Missoula KGVO 



NEBRASKA 

Lincoln KFAB 

Lincoln KDLN 

Nortolk WJAG 

Omaha kOAD 

NEVADA 



NEW HAMPSHIRE 
Ctaremont. WLDB 
Manchester . . WFEA 

NEW JERSEY 

Asbury Park WJLK 

Atlantic Cily WFPG 

New Brunswick. . WDHN 

Paterson WWDX 

Vinel.and WWBZ 

NEW MEXICO 
Albuquerque ... kVER 
Roswell KGFL 

NEW YORK 

Buffalo WEBR 

Buflelo WBEN 

Elmira wENY 

llhaca WHCU 

New York Cily. . WCBS 
New York City. WNEW 
Niagara Falls. . WHLD 
Niagara Falls. . , WJJL 
Rochester — WRNY 
Rome. . WKAL 
Schenectady. . WGY 
Schenectady.. . . wSNY 

Syracusa WNDR 

Syracuse wSYR 

Troy WTRT 

NORTH CAROLINA 

Asheville WISE 

Asheville WSKY 

Burlington WBBB 

Charlotte . . WAYS 

Dunn... WCKB 

Durham.. WDUK 

Elizabeth City WCNC 

Fayetteville WWNF 

Forest City. . WBBD 

Gastonia. . WGNC 

Greensboro. WCDG 

Henderson WHNC 

High Point WMFR 

Jacksonville. . WJNC 

Kannapohs. , WGTL 

Kinston... . WFTC 

Lenoir WJRI 

Leiington WBUY 

Monroe.. . WMAP 

Morganton WMNC 

New Bern WHIT 

Roanoke Rapids. .... WCBT 

Rockingham... WAYN 

Salisbury , . WSTP 

Tarboro.. .WCPS 

Washington WHED 

Waynesville WHCC 

Winston Salem WAIR 



NORTH DAKOTA 




KGCU 


OHIO 




Akron .. .. 


WADC 


Alliance 


WFAH 


Ashland 


WATG 




WICA 


Canton 


WCMW 


Cincinnati 


. WKRC 




WCPO 




WJMO 




WSRS 




WCOL 


Columbus. . . 


WHKC 


Coshocton 


WTNS 


Dayton 


. WING 


East Liverpool. 


WLIO 


Elyria. ..... 


. WEDL 


Findlay 


WFIN 


Lima 


WLOK 


Marietta 


WMOA 


Middlelown 


WPFB 


Portsmouth 


WPAY 


Sandusky 


WLEC 


Springfield. ... 


WIZE 


Steubenville . 


WSTV 


Toledo. . 


wspo 


Toledo. . . 


WTOD 


Warren 


WRRN 


Worthington. . 


WRFO 


Youngslown. . . . 


WKBN 


Zanesville.. . . . 


WHIZ 



OKUHOMA 
Muskogee.. KMUS 
Oklahoma Cily. KBYE 
Okmulgee. . KHBG 
Shawnee. KGFF 
Tulsa... KAKC 

Tulsa KTUL 

Woodward KSIW 

OREGON 
Astoria . .. KAST 

Bend KBND 

Corvallis KRUL 

Eugene KUGN 

La Grande KLBM 

McdIord KYJC 

Oregon City KGON 

Portland KGW 

Portland KWJJ 

Portland KXL 



PENNSYLVANIA 

Atlentown. WKAP 

Altoona... WFBG 

Altoona... . WVAM 

Braddock WLDA 

Butler . .. WISR 

Connelsville. . . . WCVI 

OuBols. WCEO 

Erie WERC 

Greensburg. ....... WHJB 

Harrisburg ,. WABX 

Homastead. , WHDD 

Johnstown. WJAC 

Lancaster .... WLAN 

McKeesport..- WMCK 

Meadville WMGW 

Pittsburgh WJAS 

Pittsburgh... WMOT 

Pittsburgh. WPIT 

Philadelphia. WDAS 

Philadelphia. WIBG 

Scranton.. WSCR 

Sharon WPIC 

State Collega WMAJ 
Sunbury . . .WKDK 

Washington WJPA 

Wilkes Barre . . WILK 

Williamsport WRAK 



rhOoe island 




WPRO 






SOUTH CAROLINA 


Anderson 


.. . . WAIM 


Charleston 


... WHAN 


Columbia 


WKtX 


Florence 


WDLS 


Gaffney. . . 


WFGN 


Greenville. 


WESC 


Orangeburg . 


WTND 


Rock Hill 


, . , WTYC 


Sumter 


WFIG 



SOUTH DAKOTA 
Sioui Falls.... Kisn 

TENNESSEE 

Bristol... . WDPI 

Chattanooga WAGC 

Cleveland WBAC 

Cookeville WHUB 
Johnson City .WJHL 

Kingsport WKPT 

Knoiville WKGN 

Knoiville WKPB 

Maryvilla wGAP 

Memphis WHHM 

Memphis. . , .WMC 

Memphis . WREC 

Nashville WKDA 

Paris WTPR 

Tullahoma WJIG 

TEXAS 

Abilene KRBC 

Alice KBKI 

Amarillo KGNC 

Athens KBUD 

Austin KVET 

Beaumont KFOM 

Borger... KHUZ 

Breckenridge KST6 

Brenham KWHI 

Brownwood KBWO 

Corpus Chnsti KSIX 

Corsicana KAND 

Dalhart... KXIT 

Dallas WFAA 

lEICampo KULP 

El Paso KTSM 

El Paso KSET 

Fort Worth KCNC 

Fort Worth KXOL 

Goose Creek KREL 

Houston KATL 

Houston KXYZ 

Houston KNUZ 

Jacksonville KEBE 

Litllelield KVOW 

Longview KFRO 

Lubbock KSEL 

Lulkin KRBA 

McKinney KMAE 

Nacogdoches KOSF 

Odessa KECK 
Port Arthur KOLE 
San Antonio KTSA 
San Antonio. KMAC 
Stephanville. KSTV 
Sulphur Springs. . KSST 

Temple KTEM 

Tyler KGKB 

Weslaco KRGV 

Wichita Falls ... KFDX 

UTAH 

Ogden. ... .. KOPP 

VERMONT 

Montpelier WSKI 

VIRGINIA 
Ale>andria ...iWPIK 

Arlington WEAM 

Black stone WKLV 

Danville WBTM 

Fredericksburg WFVA 

Lynchburg WLVA 

Newport News WHYU 

Richmond WMBG 

Richmond .WRVA 

Richmond WXGI 

Richmond WLEE 

Roanoke WOBJ 



Roanoke WRDV 

Suffolk WLPM 

Waynesboro. . WAYB 

Wincheslar.. WINC 

WASHINGTON 

Bellingham KVOS 

Ellen sburg KXLE 

Dmak KOf^W 

Seattle KING 

Seattle KDf^O 

Seattle KRSC 

Spokane KXLY 

Spokane ; kREM 

Taeoma KVI 

Walla Walla KUJ 

Yakima KIMA 

WEST VIRGINIA 

Beckley WWNR 

Blueheld WHIS 

Charleston WCAW 

Clarksburg WBLK 

Fairmont WMf^f4 

Huntington .WSAZ 

Wheeling . WWVA 

WISGONSIN 
Appleton . . WHBY 

Eau Claira .. wEAU 

Green Bay WOUZ 

Janesville WCLD 

Kenosha'.... WLIP 
La Crosse. . . WKBH 
Merrill.. WLIN 
Milwaukee WMLO 
Milwaukee WMAW 
Rhinelander. WDBT 

WYOMING 
Sheridan KWYO 

ALASKA 

Anchorage KFQO 

Fairbanks KFRB 

Juneau KINY 

Ketchikan KJKH 

HAWAII 

Hilo KlPA 

Honolulu... .. KHON 

Honolulu... KPDA 

Maui KMVI 

PHILLIPPINES 
Manila. KZRH 

CANADA 

ALBERTA 

Calgary CFCN 

Edmonton CFRN 

Lethbridga. CJOC 

BRITISH COLUMBIA 

Kelowna CKDV 

Vancouver CKWX 

MANITOBA 

Flin Flon CFAR 

Winnipeg ... CKRC 

NEW BRUNSWICK 
St. John CHSJ 

NOVA SCOTIA 
Antigonish CJFX 
Halifai . CHUS 

ONTARIO 

Hamilton CKDC 

Kingston CKWX 

Kirkland Lake CJKL 

London . CFPL 

North Bay CFCH 

Ottawa CKCO 

Peterborough CHEX 

Port Arthur CFPA 

St. Thomas CHLO 

Sarnia CHOK 

Timmins , CKGB 

Toronto , , CJBC 

Toronto , CKEY 

Guelph . CJOY 

Wingham CKNX 

PRINCE EDWARD IS. 

Charlottelown CFCY 

QUEBEC 

Montreal CJAO 

Montreal. ..CKAC 
Quebec . . CHRC 

Sla. Anne de la 

Pocatiere CHGB 

Verdun ..CKVL 

SASKATCHEWAN 

Moose Jaw CHAB 

Regina ,.CKRM 

Saskatoon.. CFQC 



FOREIGN MARKnS 

This tpflcialiifld pro. 
gram tervicfl it alto 
availabl« from Long- 
Worlh offilialed radio 
tialiont laealed in many 
foreign morkeli. Sfalion 
litting furnithed upon 
requstl. 



lA^G-WORTH FEATURE PROGRAMS, IMC. 



STEINWAY HALL | 
113 WESL 57.11] ST., !\IEW YORK 19J.V 




What's this... mm Cigarettes? 

e of our 7'/2 million listeners asks 
for cigarettes, he is guided by an invisible label on 
the pack. The odds are he will ask for a WSM adver- 
tised brand . . . because through years of consistent 
listening he has built up a respect for the commercial 
messages on this station. To him, the name on the 
product is closely associated with this invisible label 
— WSM's stamp of approval which our listeners use 
as their buying guide. 



WSM 



NASHVILLE 




HARRY STONE, Gen. Mgr. . IRVING WAUGH, Com. Mgr. . EDWARD PCTRT t CO., National Rep. 
JO, 000 WATTS • CHAR CHANNtl . 6J0 KIIOCYCIIS . NBC AfflllATI 



REPRESENTATIVES' LAMENT 

(CotUitmed from page 35) 

are smart as a whip but they're seldom 
given the opportunity to make full use of 
their natural intelligence. Rarely do they 
leave their home offices. A number will 
of course be found at every broadcast 
convention, every radio AAAA or ANA 
meeting. A few will also be found at uni- 
versity clinics, industry bull sessions, and 
trade paper-inspired "problem sessions." 
Station representatives point out that 
many timebu>ers who attend these 
sessions, who travel the country, who 
know how different Texas can be from 
Oregon, haven't bought a schedule per- 
sonally in years. They are more nearly 
agenc>' station relations executives than 
timebuyers. Representatives are quick, 
however, to qualify these statements with 
the information that there are some men 
and women who do the actual buying who 
do get out of their ivory toweis. To talk 
of conditions in Kansas to a buyer who 
has never been further West than Pitts- 
burgh is a selling problem of no mean pro- 
portions—especially if you've never been 
West yourself. 

Timebuying is the most intricate of all 
media selection. Station loyalty is some- 
thing that's very difficult to measure with 
a slide rule. Station coverage is also 
something that is beyond a matter of 
physical signal transmission and BMB 
standings. High power stations cover a 
great deal of territory before eight a.m. 
Their signals at that hour are almost as 
farflung as they are after sundo\^'n. But 
in-town or near-by stations get the listen- 
ing to 1 ise-and-shire and musical clock 
programs. In the daytime, local stations 
are better heard than they are at night, 
and in some areas this is more accentu- 
ated than in others. To a timebuyer \*'ho 
has never left metropolitan centers this 
may be, and frequently is, all Greek. It 
sounds like sales talk and many a station 
representative has returned to his office 
and butted his head against the wall after 
a timebuying session where he was doing 
the same thing. 

Despite the fact that timebuying is 
more difficult than buying newspaper or 
magazine space, timebuyers seldom have 
the respect shown to them in their o\m 
offices that other agency media men have. 
At fiist flush th's may seem nothing for a 
station representative to bewail. Never- 
theless it is. A typical illustration of how 
this is so was demonstrated during the 
first week in July. 

Several choice availabilities opened up 
on a fine station in the Midwest. They 
were just what a certain advertiser had 
Please turn to page 56) 
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SPONSOR 






The 
PRAIRIE 
FARMER 
STATION! 



NEWTON COUNTY, Indiana, is 100% rural — not a town in it 
over 2,500 population. Largest is Kentland, then Morocco 
with 1,608 population, home of the Morocco Electric Hatchery, 
complete with feeds and other poultry supplies. 

It is operated by Mr. and Mrs. Clyde Yoder, with their son, 
Russell. The Yoders moved to Morocco 21 years ago after farming 
for 19 years near Pekin, Illinois. They started the hatchery in 1930. 
Farming is still in the Yoder blood, however; Russell lives on a 
small poultry farm at the edge of town, with his wife and four- 
year-old boy. 

They are around farm people enough to know that WLS is the 
leading station in Newton county. BMB shows 92% listening day 
and night. And the Yoders have had opportunity to feel the impact 
of this listening. Several times, after a WLS feed advertiser has men- 
tioned Morocco Electric Hatchery to be dealer in this particular 
brand, as reported by Russell, "Quite a number have come in to say 
they heard "our' program on WLS." 

Mail, too, shows the high degree of listening to WLS. Last year 
from the 2,630 radio homes, we received 3,626 letters — I3S% 
response.' 

Here then is e>idence of listening . . . and of response. Yet this is 
the story of only one county in the four-state Major Coverage Area 
of WLS. For complete details ... on why they listen . . . where they 
live . . . specific stories of how and why they respond, ask your 
John Blair man. 



890 Kilocycles 
50,000 Watts 
ABC Affiliate 

Represented by 

JOHN BLAIR & CO. 




AFFILIATED IN MANAGEMENT WITH THE ARIZONA NETWORK: KOY. PHOENIX ... KTUC, TUCSON. .. KSUN. BISBEE-LOWELL-OOUGLAS 
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Tost l*4'r Advert isttiiieiil IKeatler 
f«»r l^'oiir .>l:iss-f 'irciil:ili<»ii Ma^'axiiies 



MEDIA FIGURES? 


Publica- 


Toidl 


P«ge R«le 




Ad-Re«ders 


Ad-ReadersT 


In your very intcrcstinjj article on 
media cost comparisons you refer to some 


tion 


Audience* 


(B&W) 


Production ( 


% 


* 


per Dollar 


- 














intrigiiinj; fijjitres si'Onsok has computed 


Collier's 


10,341,000 


$ 8,000 


$ 8,920 


30 


3,102,300 


347 


for the foitr {jonernl weekly magazines. 
















1 low about letting us have the benefit of 


Life 


27,572,000 


$16,600 


$18,509 


26 


7,168,720 


387 


sharing them with sponsor? 
















Hans Zeisel 


Look 


17,439,000 


$ 8,000 


$ 8,920 


36 


6,278,040 


704 


Ass(Kiatc Director of Research 








McCMnii'brickson, N. Y. 


Post 


15,702,000 


$11,200 


$12,488 


26 


4,082,520 


327 


> A( rif^lii Is c4).si-|>cr-ii(J-ri>;uli*r coiiipufutitiii 








ri'fcrrcd l<> In llif Julyissuo slory on Compiir- 
















;i(lvi' Mrilla ('osis 


Average 
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DEPT STORE INFORMATION 

The information on department store 
advertising is of great importJince to me, 
and 1 sincerely appreciate your allowing 
me to stiarc jour store of knowledge on 
this subject. 

Selvin Donneson 
W'oodside, N. Y. 

A GUy NAMED ARTHUR 

The coverage of women's participating 
programs in sponsor's April and May 



'As reported in the 1948 Magazine Audience Group Study. 

§JJ.S'T has been added to the page rate for the cost of art, copy, and produc- 
tion. This percentage has been computed by Hans Ze/'sel of McCann-Erickson 
as the average cost of the preparation of magazine advertisements. 

^Percentages of ad-noters, as Daniel Starch calls advertising readers, are projected 
against the total magazine audience, as determined by the Magazine Audience 
Group Study, to calculate the number of advertising readers. 



issues was wonderful as a panoramic view 
of the over-all plan. 

We were disappointed, however, in not 
seeing any of the WHAM material we 
sent you. The angle of a guy named 
"Arthur" doing a swell job of running a 



women's participating show is an idea 
that would have added another twist to 
your already comprehensive coverage. 

Arthur Kelly 
Promotion director 
WHAM, Rochester, N. Y. 




LEAD THE LEAGUE WITH WBT! 



It's easy! For WBT's 5 :00 a.m. to 1 1 :30 a.m. batting 
order is one of the longest, strongest block-program- 
ming lineups in all radio. 

LEADOFF MAN IS GRADY COLE (5 :00-9 :00 a.m.), 
VARIETY Award-winning WBT farm editor who 
performs such miracles as selling 320,000 chicks in 
eight days. Average unsolicited fanmail: 8,000 
enrols nnd loiters a montli. 

NUMBER TWO MAN IS KURT WEBSTER (9:00- 
10:30 n ,m.). whose single-handed revival of the tune 
"Hi nrljclus" sold more than 3.000.000 records. Now 
he's emcee of a fast-moving audience participation 
show, "What's Cookin'?"-a solid hit! 



THIRD AT BAT IS ARTHUR GODFREY (10:30- 
11 :30 a.m.) on CBS. 

A big-league trio. Yet even before these heavy hitters 
were one-two-three on WBT, more Charlotte lis- 
teners tuned to WBT than to ALL other stations 
combined, all morning long!* 

Now WBT's batting average will be higher than ever. 
You'll lead the league, too, if you let Grady Cole or 
Kurt Webster go to bat for you. 



WBT 



Jefferson Standard WW m BroadcastinR Company 
SO.OOO watts ' Represented by Radio Sales • Charlotte, N.C. 
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TV Avsiilsilile IJvo Vm^Uit^i^. I*ri»;i(raiiis 

(Conliminl from .S7'0\.S'0/f July /•«//.« Fitrh edition) 



TITLE 


TYPE 


APPEAL 


TIME 


MM 


EXPLANATION 


PRODUCER 


STORY OF THE WEEK 


News 


Adult 


15 tiiin, 1 wk 


01! 


Interviews hy Hicli;ird llarkiies? of iii-ws notiihles 


NHC-TV 


STORY TIME 


Drama 


Juvenile 


15 min, 1 wk 


OH 


Cienial tiu- tells kid» .ttories 


WIAVT, rimi. 


SUNNY WEEKENO 


Nfws 


Family 


5 min, 1 wk 


Oil 


Alan £untt gives vac:itioii hints 


Wm, Phila. 


SUNSHINE CORNER 


Varioty 


Juvenile 


15 min, 5 wk 


Oil 


Acro».H-tlie-U>anJ tf-eii-agi r show 


WFll^TV, f'hil.1. 


SWING INTO SPORTS 


Sports 


Family 


30 mill, 1 wk 


OR 


Extorts demonstrate si>orts of the M'a-'ioii 


DuMmit 


TAKE A NUMBER 


QuU 


Fariiily 


30 mill, 1. wk 


OK 


Contestants piek numbers, aiiswer finestioiis 


Mutual 


TELE LAUGH THEATRE 


Autl partio 


Family 


30 mill, 1 /wk 


S2(ino 


Auiiiente semis in joke-s for drariiatizatinii 


l'>lward Wolf 


TELEVISION BRIOGE QUIi 


Autl piirtic 


Adult 


15 min, l/wk 


OK 


Fast -pared quiz on bridge problems 


WFIL-TV, Phila. 


TELEVISION SCREEN MAGAZINE 


Variety 


Family 


30 mill, 1 wk 


OK 


Each segment devote<l to a different topic or guest 


MiC-TV 


THAT'S JUST OAISY 


Comedy 


Adult 


30 mill, 1 wk 


OK 


Faniily situation come<ly bj Len Ifoltuii 


W'ynn Wright Assocs 


THREE MEN AND A MAIO 


M usical 


Family 


15 mill, l/ wk 


OR 


Hetty Jane Bruce supplies voeal oomph 


wm, Phila. 


TITLE-0 


Quiz 


Family 


30 mill, 1 wk 


SISOI) 


Musical quiz, merchandising tie-m 


Video Kveuts 


'TWENTY QUESTIONS 


Quiz 


Family 


30 mill, 1/ wk 


OK 


Panel (members and ^uest) play famous parlor game 


1 Mutual 


UNCLE SCHULTZ'S ORAWING SCHOOL 


Hohby 


Juvenile 


15 mill. 3/wk 


OR 


Dick Ilyland drawing comical cartoons 


' WTVR, Kiehmoud 


VIOEOGRAMS 


AuJ iwrtic 


Family 


10-I5min. 1-3-5 wk 


OR 


Home viewer participittion 


Basch RadioATV Prodns 


VILLAGE BARN 


Variety 


Family 


30 lain, I, wk 


OR 


A remote pick-up frurn the famous night club 


NHC-TV 


WEATHER WISE 


W eat her 




1 u iriiii, d H K 


$550 


Armaiid Spitz, weather authority 


I VVLAU-I V, t Iilla. 


WFIL-TV PLAYHOUSE 


Variety 


Family 


60 min, 1. wk 


OR 


Dramas, sketches, feature films 


UFIL-TV, Phila, 


WHAT ARE YOU DOING TONIGHT 


Xe\^'» 


Family 


15 iiiili, 1 wk 


UR 


Roy De fJroot shows viewers things to see in N Y 


Roy de firoot 


WIT'S END 


Quiz 


Family 


30 mill, 1 


OR 


Don Mi'imctt conducts a 20 Questions quiz 


WPTZ, Phila. 


WRESTLING, QUEENSBORO ARENA 


Sports 


Men 


90 mill, 1 wk 


OR 


Wrestling from outdoor arena 


WPIX, X. Y. 


YOU TOO CAN BE LOVELY 


Fashions 


Women 


10-15 min, 1 3-5/wk 


OR 


A top name in the field gives Wauty tips 


Basch Radio & TV Prodns 



•Television sponsorship only uixm sanction of Ronsoii, cnrreut AM sponsor. 



REPRESENTATIVES' LAMENT 

(Cbiifniiifd Jrom page 52) 

been seeking in tlie market for six months. 
The representative took the availabih'ties 
to the tiiiiebuyer at the account's agency. 
The latter recognized their importance 
ininiediatelj and told tiie salesman he'd 
check at once. A week went bj before the 
buyer called the representative about the 
availabilities. By that time another 
office of the representative had sold them. 

The timebuyer was furious. After his 
temperature had dropped a few degrees, the 
representative asked him why it had taken 



a whole week to obtain an okay. Then it 
came out. The timebuyer couldn't ob- 
tain an audience with the account man 
during most of that week. The latter had 
been "too busy." The lepresentative, in 
this case being associated with an office 
that handled both printed media and 
radio, knew that the account executive 
had seen both the magazine and the news- 
paper media men at the agency during the 
week, while he was keeping the timebuyer 
dangling. 

The station representative frequently 
sees account executives on policy matters, 
(he's seldom dead-ended by a timebuyer) 



but on straight sales he must go through 
channels, and his direct selling channel is 
the timebuyer handling the account. 
There was a time when it was lese majesty 
for a station representative to go direct 
to a client or to the account executive at 
an agency. Those days are past. As long 
as the representative doesn't tell the ac- 
count executive or advertising manager 
something that he hasn't told the time- 
buyer, all is well. One hard and fast rule, 
and it frequently gripes good time sales- 
men, is never to question, by word or 
deed, a timebuyer's schedule to the ac- 
count executive or the client. Sometimes 
a representative will get around this pro- 
hibition by working on the account man 
or client, looking towards the time when 
schedule is being considered for renewal. 
They hope to have the advertising man- 
ager suggest a shift at renewal time. Even 
then, most representatives avoid the sub- 
ject. 

Station representatives bemoan the 
fact that timebuyers generally do not sit 
in on plans boards meetings. Thus they 
are forced to buy time in an advertising 
vacuum. Representatives are thus also 
forced to submit availabilities in a 
vacuum. 

It has been only comparatively re- 
cently that media men generally have 
been recognized as worthy of vpships in 
agencies. At the ver>' moment that sta- 
tion representatives lament the lack of 
statureof timebuying, they have to admit 
that it took years for media buying of any 
kind to get out of the production blind 
alley in agencies. 

The more authority a timebuyer is 
given, the better the job a station repre- 
sentative can do. 

Station representative giipcs with the 
stations they represent are comparati\'ely 
few. They wish that when time avail- 
ability requests come from agencies they 
be turned over to the representatives im- 
mediatel)', and that direct agency-to- 
station inquiries be discouraged. They 
admit that the agency frequently comes 
up with a better collection of availabilities 
when a sizable piece of business is dangled 
befoie a station s eyes, but by and large 
they contend that everyone is better 
sers'cd when the station representative 
isn't bypassed. This type of maneuvei by 
agencies doesn't affect the representa- 
tives' pocketbooks since all national busi- 
ness pl.icod direct or through the repre- 
sentative is credited to the representative 
for commissions. 

A few years ago stations were careless 
about informing their representatives 
about availabilities of programs. With 
(Please turn to page 60) 



FYI 

"FOR yOUR INFORMATION" 

A NEWS FEATURE PAGE COMES TO LIFE ON THE AIR 

A New Transcribed Show . . . FOR ALL THE FAMILY 



Pi'l will feature a galaxy of renowned columnists 
who appear regularly in 700 daily newspapers. 
Peter Edson, prize-winning Washington columnist 
. . . Burton Heath, Pulitzer Prize winner . . . Erskine 
Johnson, top Hollywood reporter . . . Alicia Hart, 
well-known women's expert . . . and Harry Grayson, 
ace sports writer . . . head the list. 

P/l is produced in collaboration with the editors 
of NEA, the world's greatest news feature service, 
and will also include reports from members of 
NEA's famed foreign service. 

• THREE ONE-QUARTER HOUR SHOWS A WEEK 

• BOTH ENDS OPEN AND A MIDDLE COMMERCIAL 

• RELEASED THE FIRST WEEK IN SEPTEMBER 

Ed Hart & Associates, Inc. 

Producers of ADMIRAL ZACHARIAS' "World Intelligence Report" 
and ED HARTS "Is Congress Doing Its Job" 

1737 H ST. N.W. • Phone REpublic 4312 • WASH.6,D.C. 

IVire for Auditior\ 
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You think roosters get slarteil earlv? 
Not any earlier than KDKA hsteners! 
Just look what's happened recently on a 
few of KDKA's early-morning programs: 

5:45 AM — A 15-minute transcrilieii show, 
offering no give-aways or other mail 
inducements, rereived in 2 mi)ntha h-tters 
from 61- communities in Pennsylvania, and 
from 9 other states. 

6:00 fa 7:00 AM — A distributor of s])ecializpd 
hnildiiig e(iuipmenl, using radio for the first lime, 
purchased less than. i"5()0 worth of lime on 
KDKA's famed Farm Hour. Result: more than 
320,000 worth of husines.s. 

7:00 fo 8:00 AM— A 15-mimite kid show sponsored 
by a food company offered a succession of 
premium.?, each re(piiring a box lop plus from 
10c to 25c. In 11 weeks, the show pullet 
more than 25,000 letters. 

And so it goes, right through the morning hours. 
Another .sponsor received 32,000 dimes in a 
3-week period. Still another, in response to two 
aimouncements offering a calendar, got 3.375 
pieces of mail from 86 couulies. All this is typical 
of audience action . . morning, noon, and night . . 
throughout the rich market-area* covered hv 
KDKA, Pittsburgh's 50,000 watt \BC allUiate. 

Westinghause Radia Stations Inc . . owner and operator 
of WBZ, WBZA, WOWO, KEX, KYW, KDKA, and 
WBZ-TV. National representatives, NBC Spot Soles 
(except for KEX). For KEX, Free & Peters. 

'According to B.VtB, KDKA's daytime area incluiieii 1,139,910 listener families i 
117 counties. At niglit, 1,303,520 listener families in 194 counties. 



WESTINGHOUSE RADIO STATIONS INC 
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•*II<>w run a sponsor, iisiiif; ciistoMi-biiilt 
television |>ro<:rani films, maintain <:o(>d 
production (|iiality at minimum costs?" 



~ ^ L II I '^••o^'^'* Advertising Manager 

Cereals Diy., General Foods Corp., N. Y. 




illlS\V4'l'S 

rillll|llM>ll 

First step in pro' 
diicing low-cost, 
(jood quality films 
for television is a 
careful analysis 
and choice of sub- 
ject matter, both 
^ commercial and 
« program. This 

analysis should 
consider not only 
the adaptability of the subject to the 
medium, but also the .adaptability of the 
producer and his facilities. 

There are certain fixed costs for film 
productions which include raw stock, 
equipment, union wages foi minimum 
crews, proccssiifg, etc. These costs are 
the same for all producers. The wide 
differences in the cost of television film 
productions usually stem from poor 
planning, lack of knowledge (on the pro- 
ducer's part) of actual operating expenses, 
f»or coordination between client, agency, 
and producer, l.ist-minirte changes and 
revisions, and unreasonable weather 
gambles. 

Recently we asked for bids on fourteen 
I -minute BSmm sound television commer- 
cials. Old, established companies were 
all within a few dollars of each other. 
They figured from final client-approved 
scripts we li.nd submitted. They knew 
their costs they were figuring on a 
known quantity. Several smaller pro- 
ducers, only recently attracted to tele- 
vision, claiming "rich background of ex- 
perience in professional motion picture 
producing," quoted from half to twice as 



much as the job was worth. One firm 
would have made more than eight times 
the normal business profit another 
would have had to absorb 50% of the 
cost or come back to us for assistance 
from the client. 

We don't mean to imply the fault is 
always the producer's, large or small. 
The creative people sometimes try im- 
practical "gimmicks" that send costs up 
unreasonably. Common sense works 
magic in keepitig television film costs 
down. Know tthat you want to do. Be 
reasonably sirre it's right. Coordinate 
carefully. Choose a repittable producer. 
The end result should be a good quality 
film at a reasonable cost. 

Lee Cooley 
Director of Television 
McCawi'Ericksoii, hic, N. Y. 



Television pro- 
gram films of good 
production quality 
most certainly can 
be produced at 
reasonable costs. 

Video films and 
their costs, how- 
ever, must be 
based on motion 
picture standards. 
One can't compare the expenses of tran- 
scribing a radio program with the staging 
of a Broadway play. Neither can one 
compare the cost of making films to that 
encountered in preparing a radio show of 
similar nature. 

Television films can ,nnd are being pre- 
pared at exceptionally reasonable rates 
when compared to the costs of theatrical 
movies. As in the case of Public Prose- 
cutor, which we have just completed for 
NBC, costs were maintained at a mini- 




mum as a result of careful planning all 
down the line. 

As in all industries, there are many 
tricks of the trade; many ways of reducing 
costs without lessening quality. Space 
prevents all of these from being enumer- 
ated, but a few are mentioned as ex- 
amples. Writers, for instance, were 
selected with a combination radio-movie 
background, with a thorough knowledge 
of video limitations, and with proved 
abilities to prepare fast-moving scripts 
with limited shooting budgets. All video 
film plays were tightly written to prevent 
large footage trims after filming, necessi- 
tated by the stricter time requirements of 
television. 

Expensive sets, which would add no 
real value to the production, were elim- 
inated at the start. Number of sets was 
held to eight or ten and all were built 
with an eye for reuse with prop changes. 
Many were constructed on wheels for 
rapid change and as a consequence less 
stage space was needed. 

In selecting a director we sought a man 
who could do his planning on paper, not 
on film and while the series was before the 
cameras. W'e signed the cameraman be- 
cause he had an understanding of video 
and its requirements; because he was 
familiar with the techniques that we had 
worked out during nearly three years of 
research. Actors were selected not only 
for their fwpularity but for their ability 
to master lines quickly and accurately, 
thus resulting in a minimum of retakes, 
Technicians from electricians to make-up 
men were hired with working speed and 
efficiency in mind. 

In brief, every effort was made to keep 
costs at a rock bottom minimum. The 
same series filmed for theatrical distribu- 
tion by usual Hollywood methods prob- 
ably would have cost three times the 
amount. 

Video film actually is less expensive 
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than live shows when the cost of re- 
hearsals, costumes, sets, technicians, etc., 
are added and when tlic film can be 
amortized over a number of stations. It 
is the one sure way of achieving profes- 
sional iierfcctii n in television. 

Jerry Fairhanks 
Executive I'rodncer 
Jerry Fairbauks, Inc. 




The question 
you pose to my 
M mind does not 

W greatly concern 

"V rSHf national adver- 

tisers. With them, 
budget is not a 
prime factor and, 
in addition, the 
mushrcoming tele- 
vision coverage of 
which they will avail themselves will in 
itself mean a program cost minimization. 

But let us consider the regional ad\'er- 
tiscr whose coverage will always have 
limitations, despite the rapid growth of 
television. Or the local advertiser, re- 
stricted often to a single market. Here 
budget is a factor, and the answer will be 
found, I believe, in the leasing of pro- 
grams on films, the video counterpart of 
open-end transcriptions. Syndication is 
certainly a direct route to low cost. 

Lest it here be thought that the term 
"syndication" is incongmous in a "cus- 
tom-built" discussion, I should explain 
my tliinking. To separate the commercial 
from the program, the commercial should 
be "custom-built" in the true sense. But 
tlie programs can be "custom-built" in a 
wisdom sense; that is, tailor-made to ac- 
complish at low cost the aim of a local or 
regional television sponsor. His aim is to 
attract an audience, to whom he can de- 
liver his message. Give the televiewers 
something good to see and to hear, and 
they'll look at and listen to Mr. Sponsor's 
message. 

When programs are so built, it is com- 
pletely conceivable that one prograin can 
effectively serve many different types of 
products and sponsors. Good drama, for 
instance, appeals as much to Mrs. Smith ' 
of Baltimore, who might be induced to 
buy her furniture at the X Furniture 
Store, as to Mrs. Jones of Boston, who 
might be induced to buy her jewelry at 
the Y Jewelry Store. 

Another part of "custom-building" the 
video programs of which I speak is to 
slant them to the varying audiences which 
(Please turn to page 62) 



HEY ! — 
UP HERE! 
I'M LISTENING 



DON'T 

OVERLOOK 
n WE! 




WHATSA MATTER 
WITTCHA? 




PROVE WE'RE FIBBING! 

We claim central Indiana coverage (400,000 radio 
homes divide nicely into our single rate card) . . . 
but look at the above "Quiz Club" membership map! 

We didn't expect folks in Gary, Hammond, South 
Bend, Fort Wayne, New Albany, Evansville and other 
remote places — more than 150 miles north and south 
of the WFBM transmitter — to respond to our invita- 
tion to join the "Quiz Club." 

But, in they came! So, we tested them — made long 
distance calls for telephone-answer awards. Yep — 
they were listening! 

We still claim only central Indiana coverage — but 
"Quiz Club" member-listeners prove our claim is 
modest. Okay, call it a BONUS. 

Popularity at home.' Yes— we're still FIRST IN 
INDIANAPOLIS (Hooper's April-May Index). 

WFBM is "First in Indiana" any way you look at it! 




BASIC AFFILIATE: Columbia Broadcasting System 



Represented Nationally by The Katz Agency 



Associated with: WFDF f//«/— WOOD Grand Rapids— A Evansville 
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A Pretty Picture 



Buy WHB in Kansas City, and you get a known quantity. 
You get full value — and more — in tangible sales results. 
Sweet knowledge that, and simple as ABC. Know why? 

</ — 10,000 watts carry your message to more 
than three million people in the five-state WHB 
coverage area, where the low frequency of 710 kil- 
ocycles assures clear, interference-free reception. 

6 — Day and night, WHB is winning new friends 
for your product. WHB promotion draws listen- 
ers, and WHB programming holds them. Locally- 
produced shows and fine Mutual network features 
blend into the New Listen in Kansas City radio. 

f— Rates are unchanged. They're low, and they 
include expert assistance in merchandising, pro- 
motion and advertising. Real agency service! 

See your John Blair man for availahilities! 



10,000 WATTS IN KANS/) 



DON DAVIS " 
JOHN T. SCHILLING ^ 

CfNftAl MANACrt 




JOHN BLArR & CO. 




MUTUAL NETWORK • 710 KILOCYCLES • 5,000 WATTS NIGHT 



REPRESENTATIVES' LAMENT 

(Continued from page 56) 

few exceptions (and these stations arc 
careless about eveiything) outlets today 
keep their representatives current. Some 
stations don't mesh too well with their 
representatives on promotion, and these 
representatives are embarrassed all too 
frequently by having clients and agencies 
call them about a piece of promotion that 
the representative has never seen. To 
balance this, more and more station repre- 
sentatives are working direct with the 
stations' sales promotion men on broad- 
sides and mailing pieces. There are a few 
representatives who actually cieate sta- 
tion promotion and carry it through from 
idea to mailing. 

The station representatives' gripe on a 
sponsor level is very broad. Most adver- 
tisers don't know what spot advertising is 
all about and don't care. Sponsors fre- 
quently ask for impossible service from 
their agencies. Only recently an adver- 
tiser with a $10,000,000 budget asked his 
agency to obtain a list of spot availabili- 
ties and what their ratings would be two 
years from now. That type of informa- 
tion would be impossible to secure even 
for printed media where circulation fig- 
ures change far less quickly than listening 
habits. 

Another sponsor service request, and 
this hits the smaller station representa- 
tive more than it docs the one with an ex- 
tensive list of stations, is the order for a 
list of all availabilities in hundreds of 
markets. Many times the representative 
knows that the advertiser can't be inter- 
ested in so broad a list but he must go 
ahead and tear up his office and the tele- 
type lines to get the information. The 
top 25 representatives see requests of this 
type as long-range service. The bottom 
25 see it as a burden that shouldn't be 
foisted upon the business. 

The greatest complaint of all is still the 
need for an understanding on the part of 
the advertiser of what spot advertising is 
all about. In the recent Sales Manage- 
nienf survey of what salesmen representing 
national sponsors think of advertising 
media, the salesmen listed network broad- 
casting as having tiieir greatest respect 
and spot as iiaving their least. Repre- 
sentatives point to this as typical of what 
sponsors think of spot radio. 

Selling spot is an industrywide job, but 
station representatives feel they bear tiie 
greatest part of the burden and many of 
them think it's time for all of broadcasting 
to realize that spot broadcasting has been 
keeping radio, as it will keep TV, 
prosperous. 
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Ethel A Albert 




ABC 



WJZ 



has six top programs for sale . . . 
all of them have loyal, ready-made 
audiences ... all of them get results 
in the nation's first market! 



Co-op Programs 



ABBOTT AND COSTELLO. Riotous fun and 
nonsense with America's favorite zany com- 
edy tiani. W ith music l)y Matty Malneck"s 
popular orchestra. This great network show 
is for sale in New York at a surprisingly 
low cost! 

FAVORITE STORY. When it comes to pres- 
tige, you just can"t lieat Mr. Ronald Colman, 
winner of the Academy Award and "man of 
the year" in Hollywood. His brilliant dra- 
matic half-hour is one of the most distin- 
guished in radio — and lie can liuild good will 
for your product exclusively in the New York 
area! Sundays, 4:30 pm. 

MR. PRESIDENT— direct from Hollywood, 
with M et ro-(iold w y n-M ayer's popular 
Edward Arnold as star! In this momentous 
election year, the attention of every man, 
woman and child in America is fociiseil on 
the White House! This timely program has 
everything: drama, patriotism, thrills, sus- 
pense, action. Sundays, 2:30 pm. 



Local Programs 



DON GARDINER. Here is early morning news 
at its best. Don (lardiner is a topnotch news- 
caster, popular with New Yorkers because of 
his complete and competent coverage of the 
news. More and more in these historic days, 
listeners are tuning in their radios for neu'S. 
Weekdays, 7:00 a.m. 

THE FITZGERALDS. Ed and Pegeen are more 
than "favorites" with New Yorkers; they're 
an institution! Their popular breakfast pro- 
gram on WJZ is full of fun, good humor, in- 
teresting facts— with a special charm all its 
own. Results? Call WJZ for some amazing- 
but-true stories! Weekdays, 8:15—8:55 am. 

ETHEL AND ALBERT. Did .\ou read critic John 
Crosby's recent rave review ? \\ hat a tribute! 
And every word of it was deserved— for here 
IS one of the most delightful comedy pro- 
grams on the air. Listeners recognize them- 
selves in every line — and they love it! Week- 
days, 6:45 pm. 



Call the ABC spot sales office nearest you for itiforniatioti about any 
or all of these statiotis: 



WJZ— New York 50,000 watts 770 kc 
WENR— Chicago 50,000 watts 890 kc 
KGO— San Francisco 50,000 watts 810 kc 



KECA Los Angeles 5,000 watts 790 kc 
WXYZ Detroit 5,000 watts 1270 kc 
WMAL Washington 5,000 watts 630 kc 



ABC Pacific Network 



American Broadcasting: Company 
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MR. SPONSOR ASKS 

{Couiimied from page 59) 

ail.' [lotcntial piircli;isors of various prod- 
ucts. For instance, a pipe manufacturer 
cannot expect to do his best selling 
through animated nursery rhymes. 

Slant the programs to audiences, I say, 
but there the "custom-building" should 
end. Dramatizing the commercial is one 
thing, but television advertisers should 
not make the program the product. In 
other words, how "custom-built" can 
you get? 

In radio I have had jewelers, for in- 
stance, ask for programs about the mining 



of diamonds. Not only would it be pro- 
hibitively expensive to take cameras and 
crews on the long trek to the diamond 
mines of Africa for a television program, 
but what would be accomplished? Only 
a repetition of a grave mistake in sp>eaking 
the sponsor's language rather than that 
of the televiewer, who is the one to be sold. 
This is a |X)int which reminds me, too, of 
the undertaker who wanted me to build a 
radio show for him. He had the theme 
song all set "I'll Be Clad When You're 
Dead, You Rascal You." (Editor's note: 
Goodman didn't sell him, but the under- 
taker was serious.) 

It is inevitable that video be compared 



+32.6 




During 



MBS 

and 



.,ro.> ro^.■.u.e of »:^^\\^ , TluU 
ahead ^% ^''^'Z^! tho N^-^ua 

W'MAC at 630 on the 



,1^;,. wUh t...U.nUo.l tune, 
I'oarsou tell yon ^v 



.^,,l,vocanaoforyou. 



KMAC-KISS 



San iM/ofMos 



Howard W. Davis 

Owner 
E. Pca-on C o P 
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with her older brotherj radio. In radio, 
open-end transcriptions were long kept 
more than a step behind the industry. 
Not because of the failure of programs by 
competent producers to reach the proper 
stature, but because of a failure in certain 
quarters to see the obvious, to see that 
preplanning, plus the opportunity for cor- 
recting flaws and fluffs, makes for the 
closest approach to program perfection. 
Now that open-end transcriptions have 
more than come into their own, 1 believe 
the video counterpart will start from that 
high point of attainment. And compe- 
tent producers of video programs on film 
— programs which will be both syndicated 
and "custom-built," which will maintain 
good production quality at minimum 
costs — will keep abreast of the television 
industry which is setting an ever better, 
faster pace! 

Harry S. Cood.ma.n' 

General Manager 

Harry S. Goodnvin Radio Productions 



We do not rec- 
ommend motion 
picture films as a 
method of main- 
taining program 
quality at mini- 
mum cost. Good 
quality motion 
pictures are too 
expensive for tele- 
vision. We recom- 
mend teletranscriptions, a new form 
of film recording. 

These transcriptions are created by re- 
cording a live program off the face of the 
cathode ray tube with specially-designed 
camera equipment. They can then be 
used throughout the country on a tele- 
vision network basis, giving the adver- 
tiser many "plus" values not now avail- 
able in the medium. 

1. The advertiser can select affiliated 
stations anywhere in the country, giving 
him complete coverage of his marketing 
areas, focal dealer tie-ups, local merchan- 
dising and promotion, etc, He can also 
select time and date adjacent to the best 
local programs in each city. Conse- 
quently, transcriptions offer complete 
flexibility. 

2. The advertiser is not hampered by 
the limitations of local facilities which 
may be inadequate for quafity production 
of his programs and commercials. He 
knows exactly what will be on the air 
v\herever he desires his programs to be 
telecast. 

3. It is very difficult to distinguish 

(Please turn to fiage 65) 
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PEOPLE 



ARE "SEEING THINGS' 
IN DETROIT 





Every day of every week, WWJ-TV, Detroit's 
first and only television station, has the eyes of 
Detroiters focused in its direction. 
WWJ's diversity of programs and features has aroused 
the interest of Detroiters of all ages, in ail v^alks of 
life, to the point v^here steadily increasing sales 
of television receivers has attracted an 
impressive list of national and local advertisers. 
Thanks to WWJ-TV's pioneering and shov^manship, 
television has already become an effective 
advertising medium in the Detroit 
market— 4th largest in America! 




FIRST IN DETROIT . . . Owii«<f and OptraltJ by THE DETROIT NEWS 
Nalianal RtprtfnloKvi: THE GEORGE P. HOLIINGBERY COMPANY 



Anodole fM Slolion WWJ-fM . . 
Aiiaciale AM Slalion WWJ 



What M. 



ikes a 



Station 



GREA T! 



SERVE THE COMMUNITY i^juw/MAyp »p uu 

btimulated by WiNAa rarmstead Improvement rrogram, held in cooperation 
with State Extension Leaders and County Agents, farmers in i03 counties in Big Aggie Land 
are giving their homes and buildings a face-lifting. More than 1 ,040 farm farrilies are already 
competing for prizes in this 3-year WNAX Farmstead Improvement drive. 

MINGLE WITH LISTENERS ... w,, n n c r d 

big Missouri Valley barn Uance gang now entertaining bioux Q.ity Kiverview 
Park patrons with 2-hour broadcast, Saturday nights. • In 3 weeks, Bohemian Band played 
to more than 5,000 folks in 8 towns in 3 states. • Inquiring Farm Reporter took recording 
apparatus on 1,000-mile plane trip, when interviewing farmers throughout South Dakota. 

LISTENERS WITH MONEY ^1^^,^^^^, y 5 ^^^^ debts increased. South Dakota, Nebraska, Iowa ranked 
1, 2, 3, in reducing farm mortgages in '48, according to Dept. of Acriculture. And all 
5 states in WNAX-area showed a 1.4% average reduction. 

SALES FOR ADVERTISERS ^ , , , , , 

Maker ofJ1.79 kitchen appli- 
ance sold 4,358 items DIRECT to WNAX 

listeners. Sales cost, only 16.9%. • In 10 ^ 

weeks, WNAX advertising and merchandising ^-^^^i^ 

got product into 767 Big Aggie drug stores, ('>*'^/^><V- ^ 

where previously there'd been no distribution. -x'-Jr' ^ f» 



1 J- T _ X 




SIOUX CITY - YANKTON AmUAUO with THI A/HmiCAH BUOAltCASmG CO. 
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U. S. HOOPERATING 

{Continued from page 29) 

the broad base for which the>' are Hooper- 
reported. It is not possible, for instance, 
to take the Fibber McGee and Molly U. S. 
Hooperating for the cross-section of all 
U. S. homes, which is 24.85%, and deter- 
mine thereby the listenership in an indi- 
vidual rural or city area. Fibber is re- 
ported via the U. S. Hooperatings as 
having varying coverage in the three 
population groups into which Hooper has 
divided the U. S. 



PrORram 
Fibber 



City 
27. SJ 



Town 
2 J. 97 



Kural 
22 J5 



MR. SPONSOR ASKS 

(Continued from page 62) 

between a transcription and a motion 
picture wlien viewed on a television 
receiver. 

4. A live studio show which is tele- 
transcribed costs considerably less than a 
motion picture of equivalent length and 
quality. All cutting and editing is done 
on the control panel with continuous 
visual and sound recording resulting. It 
is this reduced cost which makes national 
television advertising possible. 



5. Teletraiiscriptions are created in a 
special manner which permits cutting and 
editingof production flaws which occurred 
in the original live performance, thus im- 
proving the program quality. 

In summary, therefore, teletranscrip- 
tions are the answer to top quality pro- 
grams which can be reproduced through- 
out the country on a national bjisis at a 
reasonable cost. 

Edward Roberts Carroll 
Manager, Teletranscriptions Dept. 
DuMont Televisioyi Network, N. Y. 



The variation in U. S. Hooperatings is 
even greater in the case of a program like 
Lux Radio Theater, which is on the air 
from 9 to 10 p.m. EST. Only metropoli- 
tan areas stay up late consistently. 

Prosrani City Town Rural 

Radio Theater 29.25 19. Jl 18 10 

It must be stressed that these figures 
also are not projectable against any indi- 
vidual area but against City U. S. A. 
(areas over 50,000), Town U. S. A. (areas 
2,500-50,000), and Rural U. S. A. (under 
2,500). The ratings which are percent- 
ages of all U. S. homes are averages for the 
entire country, not for any individual 
(Please turn to page 66) 




{W^^ WDSU broadcasts 5000 waits 
from the French Quarter to 
the Gulf and South Louisiana h'steners. 

From daily association with time-honored 
Sew Orleans institutiom WDSU has 
developed a high quality of integrity. 
WDSU devotes program time regularly 
and exclusively to the St. Louis Cathedral, 
the International House, Moisant Inter- 
national Airport, Tulane University, 
Union Station, the Municfpal Auditorium, 
Symphonies and Operas. 

WDSU's dominate Hoop- 
erating proves that hon* 
oring local institutions 
creates high listener 
loyalty. 





NEW 
ORLEANS 

1280 kc 



WDSU 



ABC 
Aftiliate 

5000 
Wolts 

John Blair & Company, Representative 
AUGUST 1948 



(M^ profits 

will please ^^ou, too 

When you let WTAR do the sales job in the NORFOLK Market 



HERE'S WHY: the NORFOLK Market, 
with the nation's greatest metropolitan 
area population gain, '47 over '40 (Bu- 
reau of Census. '47|. is STILL GROW- 
ING . . . more customers, more folding 
money than a year ago. 
And WTAR delivers the customers at less 
cost per sale because WTAR has most 
of the listeners practically all of the time 
(Hooper. C. M., Fall-Winter. '47-'48): 



DAYTIME: WTAR outrates all other 6 
local stations combined on 15 out of 40 
daytime Mon.-Fri. quarter hours; is well 
ahead of the nearest competitor for 36 
of the 40. 

NIGHniME: WTAR outrates the other 
3 local nighttime stations combined for 
43 of the 56 half hours between 6:00 & 
iO:OOPM, Mon.-Sat; with a comfortable 
margin of leadership for the other 13. 



Let us tell you what this profit producing market-media team can do for you 



NBC AFFILIATE 
5,000 Watts Day and Night 

NORFOLK. VIRGINIA 



Operator. WTAR-FM. 97.3 Megacycles National Representatives. Edward Petry & Co. 
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HOW DOES YOUR PRODUCT RATE IN THIS SUPER-MARKET? 



How does your product stack 
up against competition in 
New York's choice WQXR market? 
If yours is one of the products 
listed below ... it will pay you 
to find out. 

Because whate\er brands WQXR's 
families buy . . . they buy a lot. 
As advertisers know who have 
met them, WQXR's families are 
the active above-average-income 
families in your biggest and 
busiest market. And there are 
more than 500,000 of these 
families ... so devoted to the 
fine music of WQXR, no other 
station can reach them so 
effecti\ely. 

Get your copy of this new sur\ey 
now. Just drop us a note today. 



WQXR 



mid ]^■Q.\R■F^f 

Knilin aiatinnt of Thr .Vrir Yiirk Timm 
:S0 Fillh Arrnuf, ,Vrir Ytn-k IS. .V. I' 



WHAT DO rOU SELL? 

Beer 
Bread 

Boxed Candy 
Canned Meat 
Chewing Gum 
Cigarettes 
Cigan 
Coffee 
Dog Food 
Floor Wax 
Hair Tonic 
Ice Cream 
Perfume 

Prepared Desserts 
Salad Dressing 
Shampoo 
Sparkling Water 
Tea 

Tooth Touder 
Tooth Paste 
Wine 

Send today for WQXR's letO 
Consumer Brnnd Preference 
Suney . . . and rtnd out how 
ftuod-tncome New Vorkers buy. 



U. S. HOOPERATINGS 

{Continued from page 65) 

section. In some areas the diary sample 
might be as small as two for an entire 
town. When these two diaries are com- 
bined with others from the same type of 
area, the survey figures may be held to be 
valid as an average figure for all towns of 
this size combined. They are not valid 
for this particular town or any other 
single town. 

The validity of the U. S. Hooperatings 
is no greater than the validity of the tele- 
phone coincidental. Howcs'er, it must 
not be assumed that the Program Popu- 
larity Hooperatings — the reports issued 
each 1 5 da> s and commonly referred to as 
Hooperatings — aic the base from which 
the U. S. Hooperatings are projected. 
The Program Hooperatings are reported 
from a base of 36 cities each of which has 
equal opportunity to hear the programs 
of the four major networks. As indicated 
previously, the base used by Hooper for 
his U. S. Hooperatings is projected from 
84 areas from which Hooper is delis'ering 
City Reports to stations, agencies, and 
sponsors. These include cities in which 
comparatis'c network strength differs. 
How different the 36-city report can be 
from the U. S. Hooperatings is seen in the 
table published with this analysis. There 
arc Wry few programs like Truth or 
Consequences, whose ratings in the 36 
four-network cities used for Program 
Hooperatings are the same as their U. S. 
Hooperatings. Truth or Conseq\icnces 
Hooperating for Januar> -February I94S 
(average of four such ratings) was 24.1. 
Its U. S. Hooperating is 24.26, just a little 
less than .2 higher. 

E.xtenl of network facilities is a vital 
factor in U. S. Hooperatings. It isn't 
in Program Popularity Hooperatings, 'or 
a simple reason. No study of popularity 
ratings is made in cities whcic the four 
networks are not heard with approxi- 
mately equal facility. Therefore it's a 
report on program appeal in which it is 
logical that programs like ABC's Walter 
Winchell and Bing Crosby will rank high. 
In the U. S. Hooperatings, the sur\ey 
represents the nation. It is logical there- 
fore that only NBC and CBS programs 
appear in the "Top Twenty" U. S. 
Hooperatings. 

Inevitably, U. S. Hooperatings and the 
Nielsen Radio Index report on listening 
figures will be compared. Such a com- 
parison, in detail, is being made b>- a 
ranking advertising agenc> research man 
for publication in SPONSOR. At this time 
it is important to indicate that the Nielsen 
usable sample (.accurate tap>es from Audi- 
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meters attached to radio receivers in the 
home) are less than half the diaries re- 
turned to Hooper from his maiiinjjs. 
Since these diary records were combined 
with thousands of teltphone interviews, 
Hooper's completed two-month sample 
(January-February 1948) is many times 
the size of Nielsen's panel. On the other 
hand there is no iiucstion but that an. 
Audimeter tape, which registers every 
dialing change of a receiver without the 
dialer's even being aware that it is being 
registered, is a more accurate record of 
set use than a diary. However, since the 
base foi U. S. Hoopcratings, telephone- 
coincidental ratings, and the diary ratings 
arc adjusted through the use of the co- 
incidental base, the inaccuracy of the 
diaries is not a significant factor. 

There is a great deal to be learned from 
Hooper's first circulation ratings. Hooper 
will be the first to admit that they are 
subject to the errors which must be a part 
of any first study of program coverage in 
terms of homes. The figures do peimit 
network sponsors to reappraise their 
facilities as well as their vehicles. 

A stait has been made on Hooper re- 
porting who listens on a nationwide basis. 
One fact must not be lost sight of. 
This is but a start. It is not the final 
answer to broadcasting research. * * * 




WIP 

M^oduces 




Example 



III March, 19 1,3. 1 he \rrow Store— rc|>nt('(l 
to he tlic lar<;<'sst jMirvcvor of Arrow 
nicrcliandisc in \ineriea. Ita^fd on .■i(piare 
fooiag<- of floor spaee— iifjian s|>oiis<)r>hi|> 
of ""riif \rrow Ncu>"", H.I.i lo 8:30 \M, 
Mon<la\ ilirou>:li Satnr<la\. 

1 1 i> estimated dial the \rro\\ Store lias 
c{ua(lru|)lr(l the >iore .-pace in tlio |>a.-it five 
>car> . . . Ii\c \<-ar.s in \»liicli '"rii,- \rrow 
N'eus" ha.- Iioen iho "Hi-: (miii"' of tlif 
store".- radio advertising, aii<l one oj ihr 
biggi'sl of all its advertising weapon,-. 



WIP 

Philadelphia 
Basie 3iutaal 



by 

EUWAKD PETIIY A ViK 
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^potl 
^endsj 



Bdsed upon the number of programs and an- 
nouncement; placed by sponsors mIiH stations 
and indexed by Rorabaush Report on Spot 
Radio Advertising. Spots reported for month 
of September 1947 are used as a base of 100 



Continuing the seasonable decline in radio advertising, national spot 
placement in June was ofT 3.3 from May. Reason why nationwide de- 
cline wasn't as great as expected for this month is the jump in soft-drink 
spot use. While the "Beverages and Confectionery" index didn't hit its 
high of last October, it was up 16.3 from the previous month. Indica- 
tions are that this category will continue high in business placement 
through September. Also bettering their May indices were the "Auto- 
motive" and "Tobacco" categories. End of stril<e threats in the auto- 
mobile industry is said to be reason why spot business placement in this 
field is continually increasing. F^egionally there was a light improve- 
ment in the Pacific-Rocky Mountain and New England areas. 
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Based upon reports from S3S* Sponsors 
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Trends by Geographical Areas 1947-1948 
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9,166,000 radio families 
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Middle Atlantic 



11,387,000 radio families 









Ills 
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Mid-Western 



tlLipUf 111.1 1II.I IM.2 III ! 



6,399,000 radio families 



Southern 



62.5 
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100 




4,766 000 radio families 
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Picific and 
Rocky Mountain 



Trends by Industry Classifications 1947-1948 

SIBSJUJUEfl^l 

7 9 Sponsors Reportinj I | | Jj,,, 




7U|IHriSTlU.I II.IIII.I 



Mif^ellanep^ 

3S.4 



*For Ihis total « iponiof Ii rtsardcd «i a iingl« coiporttt «n|ily no mallti how many div«r$« divisions it rnsy Includt. In tht industry r«porti, how«v«r, lh« Mni« sponor m«v 
b« r«pod«d undtr a numbtr of clauiRcallons. 
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,WROL 

620 KC 5,000 WATTS 

* Greater Coverage 

* Greater Audience 

* Lower Cost 



YOUR BEST BUY . . . BY FAR IN KNOXVILL 



7 A.M.-7 P.M.* 
Monday thru Friday 



Delivered Radio 
Homes per 
Dollar Cost** 



WROL 

37^ 
750 



STATION "B" STATION "C" STATION •'D" STATION "E" 
30.7 



490 



17.9 



480 



7.3 



225 



6.3 



148 



*Based on the szcond quarter report of "The Knoxville Radio Research Study" 
sponsored by the radio stations of Knoxvillc and conducted by Bernice M, O'Connor, 
Supervisor, and Dr. t. t. Garrison, Associate Professor Marl<etin<I, School of Business 
Administration, University of Tennessee, covering the months of April, May, and June 
1948 with a total of 43,!00 coincidental telephone call;. 

**Cost of Knoxville listening is approximated by assuming 100 per cent listening 
and 40,000 radio homes in Knox county and using the single lime 1 5 minutes published 
card rale. Relative costs are correct for any percentage of listening. 




STATION B 
0.5 MV/M DAYTIME 
KNOXVILLE. TENN. 



WROL 

0.5 mV/m daytime 
KNOXVILLE, TENN 
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John Blair 6l Company 

National Advertising Representatives 

Harry Cummings 

Jacksonville, Fla., Southeastern Advertising Rep. 

NBC FOR EAST TENNESSEE 



Everybody's 
itchin' to see 
what Easy does 
on 50,000 

\\ Itll ail iiiKliciK c liiiillcd largely lo 
C.i'iitral liiiliaiia. I^:i>\ 
\\ I liC's plat li'r-aiiil-|)attcr iiiuii 
luir p.\(fllciu<; pulled 61,212 pli-ri-» 
of mail ill tlic past war. II \<>ii ic 
''ii<->:-iii<; what I lie <'<>iiiit will l>i* 
wiii-ii W I lU: ;:<»■* t.) .'lO.OOO watts 
and lilaiikt'ts nil of Indiana. \<>ii'd 
iicttor guc-» lii^li l)ciaii>e, \>iieii 

JOHN BIAIR & COMPANY • 




WlBd 



tliis man (^wviiii uiakr^ uitli a nii- 
ci'ii p lio n I-. (■ \ <T V Ixxl y and liis 
jirotlicr liciids an car . . . all of 
wliicli !-ii':j!<'!-t> that if noii'vc a scll- 
iii": ji)l) to do in lloo^icrlaiid. Ka>y 
Guxiiii is \ oiir hi'Sl l)rt. \sk ycnir 
John lilair man ahoiit a\ uilaliilitieK 
on \\ Mil' — soon to l>c Indiana's 
fir.\l aiul only 5(t,(MMt-\\att station. 

NATIONAI REPRESENTATIVES 

1070 KC 

50,000 WATTS SOON 
BASIC MUTUAL 



The Indianapolis News Station 



THIS 
IS THE 



Impressions of Alaska gained fram schaal baaks af even a few years ago dan't 
fit the NEW Alaska of taday. Theatre-gaers almast anywhere in the 48 states 
would fittingly boast of a shawplace as modern, as up-to-date, as the Fourth 
Avenue Theatre in Anchorage. ..another symbol of the NEW Alaska America's 
greot NEW morket of obove-overoge consumers. 



CUSTOM-BUILT NETS 

(Coii/idKfd Jrom page 33) 

broadcast? The explanation is manifold. 
First, Spauiding is covering only the 
territories where its distribution justifies 
the advertising expense. Second, it can 
afford to purchase stations with the 
lowest time costs in the linked territories. 
With events like the N*ational Tennis 
Matches, the audience that is interested 
will tune the stations bringing the games 
to the air. It is not necessary to purchase 
a station with a high Hooper. In the case 
of custom'built networks for headline 
sporting events, the saving is not alone 
through being able to buy stations with 
good facilities and low time costs, but 
also in being able to purchase time on a 
block'basis. The Davis Matches, for 
instance, arc contracted, station by sta- 
tion, on a full-hour basis. The National 
Tennis Matches cover a time span of two 
hours. If the meets run short, the sponsor 
pays for the time "to the nearest quarter 
hour." The same thing is true on an 
overtime basis, although Boynton states 
"there haven't been an>- overtime periods 
in tennis broadcasts in many years." 

In the case of football sponsorship, time 
is also purchased on a block basis. Since 
(Please turn lo page 80) 





VOICES of the 
NEW ALASKA 

Sold scporolcly . . , or in com bi notion ol 20 */« diicounl 

GILBERT A. WELllNGiaN. Noll Adv. Mgr. 1 

1014 JUHW4f«< k^Ulxg • SmmI. 4 W«rf4ng>*«< | 



"Cowboy Hymns," by 
The Texas Rangers, is the 
first album of its kind! This 
exciting new album by Biblctonc 
'features six outstanding cowboy hymn 
selections. 

Just one more accomplishment of The 
Texas Rangers, America's largest and 
finest group, pUying and singing 
Western tunes! They've built a na- 
tional reputation that can be put to 
work for your client, through their 
top (]uality transcribed tunes. It's ap> 
propriaie that The Texas Rangers 
music is transcribed vertically for high 
fidelity . . . America's only vertical cut 
transcriptions ofW'esiern music. ^*ou*ll 
find them ideal for cither FM or AM. 
They arc priced right for your market, 
and your station. 




10 



SPONSOR 




NO. 3 




30,000 SMALL FRY. The vast army of 
young lisleners to \^'ABD's Small Fry program 
has a solid core of 30,000 faithful followers 
who have qualified as members of the club. 




ORIGINAL AMATEUR HOUR jirumises 
to repeat on tele\ision its great radio success. 
Two successive Hooper Reports have given it 
a whopping rating of 46.8— tops in television. 




"COURT OF CURRENT ISSUES," 

television's most ailull puMic service program. 
Vital topics of public interest are put "on trial" 
before a picked jury of competent authorities. 




PROGRAMS FOR EVERY TASTE. This breakdown of a month s programs on 
Vi'ABD— key station of the Du Mont Network— shows a well balanced entertainment diet. 



For information on any phase of television — advertising, 
starting a broadcasting station, opening a dealership— ask Du Mont. 
Du Mont has pioneered in every phase of television; knows all the 
angles; is interested in anything that promotes television. 

DU MONT TELEVISION NETWORK 
"The Notion's Window On The World' 
515 Madison Avenue, New York 22, N. Y. 



U E V I s 




N 

r 



WABD— Channel 5 
New York, N. Y. 



N 

■= T w O 

DU MONT NETWORK STATIONS 
wno-Channel 5 WDTV-Channel 3 
Washington, D.C., Pittsburgh, Pa. 



WNHC-Channel 6 
New Haven, Conn. 
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^ u .SI>4»'S4Mt moiilhiv labulnlivn 



Contests^ autl Offer^^ 



SPONSOR 1 


PRODUCT 


IPROGRAM 


TIME 


OFFER 


TERMS ^ 


OUTLH 


AUERICAN STOREJ CO 


Chulli futnl 

KlurcH 


AllHTU .^4 

TuoklHMtk & 
Ain«-ric:in Muhic 


MWK 
10:30 10:45 ani 


15 bag of trrrxcrics 


Lutenrrtt fill out vuXry blanks obtained at 
eponsor'ii stores; sucsa title of mystery lune 
* lien phoned liy program 


wuru, 

Ithara. 
N Y. 


APPIETON ClUERA lUmi 


I'liolusrapliic 
SOldl.f 


M uhic-a] 
Mi-rry-('»o- 
Round 


?.itur(l:iy 
1 5 pin 


N'Hriou-i iiierchaiidis*' prizfs 


Send fan letter to !<1iOh- 


WllBV. 

Appleton, 
Wise. 


BORDEN CD 


\*ariou.s 
Hnrdo II 
[ircM|iict:> 


Countv 
Fair 


Saturduy 
1 -30 3 pni 


S50 c;ish 


Wives submit photos of their husbands per- 
forming daffy etuuts. Best photos run in 
Paradf maftaziiie 




CHRVUER CDRP 
OE SOTO OIV 




Hit Ihr 
J:it-kpi)t 


Tursdav 
9:30 10 pill 


Cuinulutivp stockpile of hifth-priced 
ii)(-rctiaii(li)ir prizrs 


Listeners called, compete with studio eont«-st- 
aiits in musical quiz 


CBS 


COIGATE-PAIMOIIVE-PEEI 


Paliiioliw 
Soaji 


Kav Kvsrr 


.Saturday 
10-10:30 pin 


Nyloii bath bru»b 


tiwnd two black Pulinolive liaiids & SI to sponsor 


NBC 


EVCRSHARr, INC* 
r lORIlURO CO 
IMITH BROS CO' 
SPEIOEl CORP 


P«'iiH, r.iEors 
Ol.l CisK 
CoiikIi drops 
Wutrh liaiitlH 


Slop the 
Music 


Suiidav 
s -9 pill 
nS-iiiin ea.) 


11^,000 iiiiiiiiiiuiii Sl.lKK)^ in various 
cash, iiirrrhaiiditv- prizes 


Listeners called, must identify- tunc played plus 
"Myster>- Melody" 


ABC 


GENERAL FOOOI lAlES 
CORP 


Guiiit's ))of{ 


Juvenile 
Jury 


Suntlav 
3:30-1 pin 


Vndcrwood jxirlalilc typewriter 


Send question for discussion by jur>' to pro- 
aram. N. V. 


MB"! 


B:.krr's 
Coconut 


When a fiirl 
Marries 


MTWTF 
5-5:15 pni 


Bookk-t: "Cocoimt (llanior Desserts" 


:<end lOt in coin to i^poiisor. Battle Crei k 


NBC 


HOUIt OF OAVIO 




noiiic-iiiudo 
preserves 


Iz-c Lock- 
wood Show 


TTS 
9:30 9:45 am 


Cast- of IIOD iitUA and jellies 


Listener furthest from station writins in musical 
request wins weekly 


WUFB. 

Benton 
Harbor. 
Mich. 






1 Aunt 
Jcniry 


MTHTK 
12:15 12:30 am 






CBS 


LEVER BROS 


All products 


hiix Radio 
Thrater 


Moiida> 
9 10 pin 


35-picce model cirrus set promotional 
tie-in M-ith Ringliiig Bros) 


Send 25c and 2 boxtops to sponsor, N. V. 


CB.« 


My Kripiid 
Iriiia 


Monday 
10:30 1 1 pill 


CBS 






Call the 

Pol i CO 


Tut'sdav 
9:30- 10 pill 






NBC 


LIGGETT i MYERS 


f'licslcrficlds 


So Vou \\';iiit 
to l^ad a 
Hand? 


Wednesday 
7 7:15 pni 


\'arioufl iiicrchaiidlKC prizes 


Listeners called, pick best amateur band .leader 


-NBC 


MANHATTAN SOAP CO 


rf*ivtlh';irt 
Soap 


Katie's 
Dauehtf-r 


MTWTF 
11:15 11:30 am 


Full purchfLse price of three cakes of 
snap 


.Send 3 wrappers and letter tellins whether or 
not product liked, to prosrani. N. V. 


NBC 


MARS INC 


Dr 1. Q., 

Mars. 
SiiicktTS 


Dr. 1 Q. Jr. 


:Satiirday 
5-5:30 pm 


( r Various merchandise and cash 
prizes. (2 f50 weekly plus whatever 
studioeoiitrstHDt fiiils to win 


1 1^ Weeklv word-buiUlinK contests, bas>>d on 
new product phrti>e announced each week. 
21 Send biographical sketch with Ping wrapper 
to program 


NBC 


METROPOLITAN LIFE 
INSURANCE CO 


liiatitiitioiial 


Kri.- 
Sfv;ir»'id 


MTWTF 
6 t):l5 pill 


Health booklets 


Free on request to prosrain, c o local CIJS 
Stat ion 


CB.>: 


PHILIP MORRIS & CO 


CiRnrctles 


Kveryl>ody 
Wins 


Friday- 
1ft 10:30 pin 


520 $100 ii, cash prizes 


St'ud list of 5 questions with P-M packaf;e 
wrapper to proevam. Cash for use, more if 
contestant misH'S 


CHS 


NICKLES BAKING CO 


To:i<tin;iator 
Mn-nd 


Nickles Tclc- 
phorif Quiz 


MTWTF 
1.4.^2 pill 


CiiniulaMve SlOjarkpol 


Listeners called, give eorrett an.'^wf rs to mc's 
questions 


WHBC. 
Caiilon. 0. 


PET MILK SALES CO 


Pn Milk 


Murv l^'e 
Taylor 


Satiirdav 
1U:30 11 pm 


RecifM' booklet ; baby care booklet 


Kn-c on request to prograin. c o local CB> 
station 


CBS 


PROCTER & GAMBLE 


Drt-ft 


Jo>-co 
Jordan 


MTWTF 
10:45 1 1 am 


4-piece "J.ustfo Ware" refriRcrutor set 
of plastic fottd cont.iiiicrs 


:5>eud 75r and one Dreft top to proirani, Cluci- 


NBC 


RACLANO BROS CO 


KorttT Klip 
C'otT.-<' 


T*-ll Ts 
the Title 


MTWTF 
10:45 1 1 am 


Pound of coffee 


Listeners called, identify sones played 


WllB* 
Huiitsville, 
Ala. 


RONSON ART METAL 
WORKS 


l.iKtttcr.4 


Twciit> 
Qii< stions 


Saliird-j\' 
V V 30 |iiii 


LiRhter to scridi-r of subject used; if 
xtudio contestants Atuinped, e.r.\nd 
prize of silver table licliter, matching 
( lEamte urn, tray 


Send subject about which 20 qiieslions may be 
asked, to program, >. V. 


MBS 


STERLING DRUG 


\ .irii [s 


Mrrd.- A 
(»roi)ii[ 


Moiiditv 
2:30 3 |ini 


SI.OOU eraiid prize, various other c:u>h 
prizes 


Listeners ix inl iiumU-r tunes "bride" men- 
tioned on procrant on certain days. »ilh 2.v 
uord letter on proeraui, to program, N V 


ABC 


WILOROOT CD 


^\ ildrtM»t 
( r< uni 
Oil 


Wlrut's the 
N.iim' of 

That SoiiK 


\\'riliii'sdav 
!i-30pm 


{5 ra^h prizes 


!Hnd list of any thn-e songs to progniiii for 
program use 


Don 

Ijrv 


WILLIAMSON CANOr CD 


iih l|<'iir^' 


Trui 
1 )ttrcii\«' 
M t.rirs 


Suiidav 
4 311 5 |iiii 


IliK' rewiird from True Detective 
Masaziiie 


Awar4led weekh- if person correctly identifies 
wanted criminal deseriN-d on sho» to FBI. 
then contact iiiuKazinr 


MHS 



"^t.lrl pin >r-)iip> p(r.iiUr I'' 
"auris "intn^oriihip > pi mUr5, 
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Potential radio homes, that is! 

You know how it is with local radio 
advertisers: they can measure, by 
actual sales results, the 
effectiveness of their broadcasting 
on a given station. Well, CFRR's 
local advertisers report pretty solid 
success. You can easily check on 
that. We've published some of 
their statements. 

. . . And one big reason for any 
advertiser's success on CFRB is 
simply this; you reach more homes 
on CFRB, for every Dollar you spend. 

You can see this for yourself, 
by comparing CFRB's Bureau 
of Broadcast Measurement 



standing, and Elliott-Haynes 
ratings, with those of other 
stations in the Toronto area. 

A breakdown of latest figures 
shows that on CFRB after 7 p.m., 
you buy 1000 potential radio 
homes for 54c. 

You buy 1000 potential homes 
between 6 and 7 p.m. on 
CFRB for 36c. 

At other times on CFRB you 
buy 1000 potential homes for 28c. 

So — invest your radio dollar 
on CFRB. You'll reach more 
homes in Canada's richest market. 
You'll get results] 



Ontario's favourite 
radio station 



CFRB 



TORONTO 



Representatives; United States: Adam J. Young Jr. Incorporated Conoda: All-Canada Radio Facilities Limited. 
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sales curve? 



CBS is the only network to hold and increase its share of the radio 
audience in the past year, despite the surging competition for listeners 
from some 450 new radio stations. A matter of solid comfort 
for advertisers who want to lift their sales curves. 



The Columbia Broadcasting Systel 



^'Citation" In The Races,- 
WHEC In Rochester 




..FIRST BY LENGTHS! 





■placeB 


VSHOW^S 


WHEC 


STATION "B" 


STATION "C" 


159 


86 


11 


PROGRAM FIRSTS 


PROGRAM FIRSTS 


PROGRAM FIRSTS 


(TIES— 7) 


(TIES— 2) 


(TIES— 0) 



(Also Ran: — Station D — 4 Firsts, 7 Ties; Stations E&F — No Firsts, No Ties) 

FIGURES FROM THE WINTER-SPRING HOOPERATINGS 



^WHEC SHARE OF AUDIENCE -APRIL- MAY- 38.2% 

Last report before closing date, — morning, afternoon, evening combined. 



BUY WHERE THEY'RE LISTENING:- 



Station B 29.9 

Station C 10.1 

Station D 8.8 

Station E 7.3 

Station F (Doytime only) 




N. Y. 
5,000 WATTS 



National Repretenlalives: J. P. Mc KINNEY & SON, New York, Chicago, San Francisco 
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CUSTOM-BUILT NETS 

{Conti)nteil from fuige 70) 

most CdllcKc games arc played on S;itirr- 
day aftenioon, and since, with the excep- 
tion of the U. S. Army, there hasn't been 
any siionsorsliip on the networks of foot- 
ball on Saturdays, most stations are will- 
ing to talk terms for block time purchases 
for the games. As football switches, bit 
by bit, t" night games, sponsorship of the 
games will be over independent stations. 
The fact that more college games are 
being played on Friday evenings is one 
reason why NBC, this Fall, is out to 
build up a block of programs with big 



audiences to fight the football stations. 

Professional football, a Sunday after- 
noon sport in most localities, is also grow- 
ing into a custom-built network program 
featirre. Unlike baseball, football games 
(college or pro) are played regardless of 
the weather. They do not create the 
problem ofgames being cancelled. Tennis, 
like baseball, is not played in the rain. 
1 1 has to be contracted for on the basis 
that the matches will be played on the 
following day, or the day after the follow- 
ing day. That's tough on stations which 
have to prepare substitute programs to 
cover weather contingencies. 

Broadcasts of games that are cancell- 



able are accepted by stations because they 
deliver audiences. In the summer, in 
Boston, independent station WHDH goes 
right to the head of the Hub's broad- 
casters. This is true of many of the sta- 
tions that air sports and are linked with 
custom-built networks for this purpose. 
Many of them therefore make a package 
deal for the season Cif a season-long con- 
tract is involved) or for individual games 
if, like football, the games are contracted 
for on a week-to-week basis. The re- 
duced package time-rate more than makes 
up for the cost of the specially ordered 
telephone lines. Another reason for the 
station's willingness to accept a package 
rate is that an advertiser sponsoring a 
special event on a custom-built network 
usually spends considerable money pro- 
moting the broadcast at the point-of-sale. 
Thus, the station's call letters are brought 
to its prospective audience, and that's 
worth a great deal. 

Most agencies do not recommend cus- 
tom-built networks unless the event to be 
aired is an occasion that loses its impact 
unless aired live, and there is no available 
group of stations permanently linked up 
as a regional or special network which 
cover the advertiser's market. This is 
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WISCONSIN'S 
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MADISON 3, WISCONSIN 
Rcprescnicd by HEADLEY-REED COMPANY 



easy to understand since ciistoni-biiilt 
networks are tinie-consiiniing and expen- 
sive to operate from a nianiiower basis. 
Eacli station lias its own contract, antl 
there must be a spc-cial contract with tlie 
telephone company. That's a bij; job. 

Nevertheless, where the occasion and 
tiie sponsor's distribution demands, as in 
tiie case of Spaiilding, Atlantic, Goebel, 
Narragansett, and a number of dairies, 
brewers and oil companies, tiiere is only 
one tight effective way to use broadcast- 
ing — the custom-built network. 

Even politics enter the building of these 
per-occasion chains. Most contracts for 
custom-built networks for this fall have 
been signed months ago. That was the 
only way that the agencies could protect 
their sponsors against being cancelled for 
political broadcasts. 

Politics also turns to custom-built net- 
works for its link with the people in a 
single voting area. There are few links 
(regional, or sections of a national net- 
work) that cover an area the way a candi- 
date desires. ♦ ♦ ♦ 



$100 FOR A NAME 

(Continued from page 43) 

states, "I have to explain the term when 
talking to executives who aren't connected 
with radio." 



STEINMAN 








Establi$hed 1922 
WILMINGTON, DEL. 


WGAL 


Established 1922 
LANCASTER, PA. 


WKBO 


Established 1922 
HARRISBURG, PA. 


WRAW 


Established 1922 
READING, PA. 


WORK 


Established 1932 
YORK, PA. 


WEST 


Established 1936 
EASTON, PA. 


K*pt»fnt*d by 

ROBERT MEEKER 
MM ASSOCIATES 


la^Ej^ Chicogo 
^^QSQ San Ffonci 


New Yo/k 
ico Los Angeles 



Despite the obvious need, it's logical 
that there is no great driving urge for a 
new tianie for "spot." Status quo is 
always easier than change. The fact that 
there are many advertisers who should 
use broadcasting but don't, because they 
look upon radio advertising as either net- 
work (too costly) or "spot" announce- 
ments (too insignificant), makes little im- 
pression on many in the agency field and 
on many advertising managers. The 
campaign which will be waged by the 
National Association of Station Repre- 
sentatives to educate agency and adver- 
tising personnel, through a well-docu- 
mented presentation on the value of 



"spot," will reach, for the most part, only 
the advertising segment already in broad- 
casting. The advertiser who hasn't used 
the medium or has used it sparingly must 
be educated on the importance of using 
national broricast advertising at a local 
level. 

A new name ior "^pot" will go a long 
way towards bror:Jening the radio adver- 
tising horizon of organizations that 
haven't used the medium yet. It could 
shake the broadcast industry out of its 
"spot" inertia. 

It's imjxirtant that a name be un- 
covered to replace "spot" before TV 
becomes a nationwide factor in broadcast 




r OKLAHOMA CITY'S 
ONLY.... 



For best results in the rich central and western 



sections of Oklahoma tie your message to a 50,000 



watt signal that is heard by OVER 1,370,000 Okla- 



homans who spent OVER $855,739,000 in retail 



sales during 1947. 



JOE BERNARD 

eCMERAl MAMAQER 



AVERY-KNODEL, Inc. 

HATIOHAl RlPRCSmATIVlS 
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Here are your figures, 
Mr. BMB. More proof 
that WPTF is the No. 
(T) Salesman in North 
Carolina, the South's 
No. © State. 




WPTF'S BMB 

AUDIENCE 

457,840 FAMILIES 



% BMB 
Penetration 

90-10091 
80-1 00% 
70-100^5 
60-100% 
50-100% 
40-100% 
30-100% 
20-100% 
10-100% 



Day-time Audience 
Families 

1 80.280 
288.830 
303.080 
3*9.030 
368.510 
398.030 
41 1 ,850 
442.390 
457,840 



WPTF'S Audience Reprlnl con- 
taining Complete BMB audience in- 
formation by Counties and measured 
Cities avdiidble upon request. 



WPTF 



680 
KC 



50,000 



WATTS 

NBC 



Raleigh^ North Carolina 



FREE & PETERS 



National 
fleprt-sfntalnes 



.'idvertisiiig. That's because TV will de- 
liver naticnwlde visual air advertising on 
an individual market level long before 
TV will be available on a telephone or 
microwave (automatic relay) network 
basis. To burden this new segment of 
broadcast advertising with the dual- 
meaning and generally misunderstood (at 
a sponsor executive level) "spot" nomen- 
clature is unfair to television, just as it is 
unfair to the new facets of FM, "store- 
casting," and "transitradio." 

At a tiniebuyer level (sec "Quotes,") 
men and women like Jack Lacnimar 
(Footc, Cone & Helding, Chicago), 
Florence A. Neighbors (Goodkind, Joicc 



& Morgan, Chicago), William D. Smith 
(Buchanan, N. Y.), Frank Daniels (Len- 
nen & Mitchell, N. Y.), Tom McDerinott 
(N. W. Ayer, N. Y.), Tom Lynch (Newell- 
Emmett, N. Y.), Helen Wilbur (Doherty, 
Clifford & Shcnfield, N. Y.), David Hal- 
pern (Owen & Chappcll, N. Y.), Stewart 
Brown (Nefl-Rogow, N. Y.), and McLean 
Chandler (Leo Burnett, Chicago), feel 
that the name "spot" is an industry 
obstacle. Others, almost as numerous, 
feel that the wcrd "spot" is adequate, part 
of the radio language, and here to stay. 

Spo.s'sor has been checking the men 
who pay the bills for broadcast advertis- 
ing for over six months. Generally these 



On WSBT, every 
CBS show has 
a Hooper that's 



higher.,. 




CBS -960 KC- 5000 WATTS 

WSBT Flooperatiii};* on all CMS shows are lii^licr tlian 
the national ratings. IS'ot just a little higher, but /;ii/f/i 
hitihcr — 23 to 202 i>er cent!* And no otiior station, either 
local or oiit-of-lowii. even conics close in Share of Audi- 
ence. It is Vt'Si?T— and only Vt'Sin*— that gives you blan- 
ket coverage of the South Bend market. 

•Hooper Report, Foll.Wlnler 1947. 48 
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men state they have little desire to change 
the word "spot." At the same time they 
are confused by the name. They think of 
the field of "spot" as being short an- 
nouncements, jingles, and one called it 
"irritant" advertising. 

When a multi-million dollar advertising 
form is so misunderstood and under- 
estimated something should be done to 
find a word that doesn't misdescribe it. 

That's why sponsor is asking adver- 
tisers, advertising agency men, station 
representatives, station executives in 
fact everyone in the advertising business 
— to suggest a new name for "spot." 

There's $100 waiting the sender of the 
name regarded best by the l5-man indus- 
try committee. Q)ntestants won't be re- 
quired to pay postage on their entries. A 
postage-paid card between pages 42 and 
43 is yours to fill in and mail. In case of 
duplicate entries, the first to be mailed, as 
indicated by the postmark on the card, 
will be judged the winner. 

As usual in most competitions, the de- 
cision of the judges must be final. No 
entries will be returned by sponsor. No 
employees of Sponsor Publications Inc. 
are eligible. All entries must be mailed 
before midnight, 30 August. The compe- 
tition's official starting hour is midnight, 
8 August. (Please timi to page 86) 





WIRE 
WRITE or PHONE 



HARRY S. GOODMAN 

Radio ProdurtionH 
19 E. 53nl St., N. Y. C. 



^T^UKKL IS A\ AKKv .served l»y WGY of 
which llie Capital District of New York 
State is I lie hul». In tlii» area, WGY is the 
.station most people listen to most. Hut this 
is only one reason advertisers prefer W(i Y. 
No other single station can dnplieate 
WGY's coverage, and no frroiip of stations 
can tlo so at a price that is at all eonipeli- 
tivc. Figured on a cost-])cr-listener hasis. 
poj)nlar, ])ioneer Station WGY is the 
economical hu) . 

At WUGii, the (General Electric Tele- 
vision Station, a rejuitation for economical 
programming is in the making. Vsk your 
nearest NI5C Spot Sales oflicc ahoiit "11 
Practical 'I'clevision Programs" now avail- 
able for spon.^orship. 



NATIONAL REPRESENTATIVES . . . NBC SPOT SALES 



WG F M 

FREQUENCY 
MODULATION 



WGY 

50,000 WATTS 
SCHENECTADY, N. Y. 



W R G B 

TELEVISION 



GENERAL ffl ELECTRIC 
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signed anil nnsigned 



New Agency Appointments 



{Continued from page 18) 



SPONSOR 



PRODUCT (or service) 



JNiwcr's liiikery, Des Mnint's 
Oiilini Publishing <;<>, Kfn}Xs(on N. \. 
Kr\oii Iiu-. \, 
S:inc:i Vv Viiit;ifti' iUi, A 
Slu'dd-ltiirinsli I'onds Inc. Detroit 
Spi'Mfl Corp. N. \* 
IVtr;id Mf(i Cnrp. Mi. Ni-rnon \. \. 
Twin <:iiy ShclhiC Cii Inc. N. "S'. 
\\;ulnisi'(t shirt <;<». Lt'oniinsifr M;iss. 
\\hiM(t'ii:i <:orp. R;ih\v;i> N. J. 
Wilstin Co Inc. <:hi. 



Sponsor Personnel Changes 



liiiktry 

I hiiuli-ltdoks 

rhorciiN lijihuTs 

Wine 

<*roccr>' prinJiicts 
\V:iech hrncelclN 
l*hoii<>i^r;iph needles 
N\'ind<>-\\':i\, Hour 
Whitney shirts 
<:ereal 
Me:ii!i 



AGENCY 



Meneouj^h. Martin ^ Seyninur. I>es M'line 
liutler. .\. Y. 
Norman I). Wan-rs. V. Y. 
Krw in-Wasev. L. A. 
<:i.irk & Kiekerd. Detroit 
<:ecil it Presl)rey. \. Y.. radio only 
Seymour Kameiiy. N'. 
Devine. N. ^' 

James 'I honias (Ihlrurft. Itoslnn 
Itrisacher. \'aii .Nnrden it Staff. N\ Y, 
Davis. L. \.. for l*ac adv 




NAME 



FORMER AFFILIATIONS 



NEW AFFILLIATIONS 



J. L. Alwonil 
Lester A. Auc 
K. C. Doris 
\ . John Itorr 
Donald Dickson 
K. IJovd Doscli 
Kusseil I*'. KberKoIc 
Itndd (iorc 
II. '1*. ll:in>ilton Jr 
S(aiile\' <■. Hope 
W . N. ilusf 
Tad JertiTv 
Kiulolpli M. Kunt 
<.':ilviM M. Kenditi 
II. L. MacKae Jr 
Sydney .1 . Mass 
Waller M:iyer 
Frrtierick j. Motte 
I >a\\ son Ne^\ ton 
I.. W. Nolte 
(ieorfie H. I'ark 
I lonier Keplof^le 
J. I*. Kichardsoii 
Kiiht-rf .1. Koth 
Kenneth \\ . .Siekinf^i-r 
I. on is Soholof 
(ieoriie I'. Sorft^ii/ Jr 
PanI II. Wallis 



Drackett Co. <:inci., assl adv niftr 

American Tohacctt <;o. N". adv depi 

Harry K. I'osier, ToriniKi 

American Home K<io(ls, N. Y.. nulsft niftr 

II. it S. Povine i*: Co. Cinci. 
DrIsMil-Myers N. ^ .. asst adv niftr 



Packard, acct exec 

James llanley ('o. Prov.. asst sis niftr 
Konrieo <.'orp. Miai>n. adv mf^r 



Amerit'an Home l-oods. \. Y.. ften sis nijlr 
Hotels Siailer <:o. N. ^ ^ 

Dyer-Kolnick <:o. Garland Tex., radio, prom dir 
Sfcwart-NN'arner <:c»rp. Chi.. ad\ niftr radio div 

I nitetl Air Lines, prom adv niftr 



\(irth .\ mer Aviation Inc. L. \.. pres 
Sa me. adv nigr 

Bendix .\vUifion Corp(ltendi\ Kndiodiv). Italto.. fien sis mv^r 
Same, asst adv m(tr 

Itullns Depl Stores, Kitchener Ontario, adv mftr 

Same, vp 

W'estinv^liouse Klec (*orp (Lamp div). Piiish., V^en sis mUr 
.Marshall Kield it Co. Chi., adv niv^. 
Snow Crop Marketers Hic. \. ^*., adv, sis prom niftr 
M.sst> Standard Oil Co. \". S'.. exec vp 

Carnation Co. L. .\.. adv mj^r .Mhers Oreal it Friskies div 
Lever Bros Co (Pepsodeni div). (^hi., asst adv mftr 
Hamilton Watch (^>, Lancaster, pres 
Hamilton Wateh Co. Lancaster, hd chmii 
iienernl Poods Corp (Bireley's div). ir\vo(>d..sls mfir 
National Pressure Cooker (Jo. Kau (Maire. adv. .sis prom dir 
(tarnation C<i. L. \., adv mjlr fresh milk it icecream div 
Same, j^en sis mj^r 

Kloriila iairiis Commission. Lakeland, adv nillr 

<.arn:ition ilo. L. \.. adv nif^r evaporated milk div 

iieneral IClec i^o. Bridf^ei>ort . adv niftr api>li.ince dept 

.Sa me. vp 

Same, adv mf^r 

Same, adv. sis pron> nif^r 

Zenith Kadio Corp. Chi., asst adv nif^r 

June Dairy Prods (Jo. N. adv niftr 

Pan Ami-rican-<trace .\ir\\a>s. N. ^ .. adv mftr 

i'arnation <*n, L. A,, ften ad\ mgr 



Advertising Agency Personnel Changes 



NAME 



FORMER AFFILIATION 



NEW AFFILIATION 



\\ Il k \d:inis 
I'reila Bartels 
<iiraldtne lloldrtiltle 
I fd I hi'«ion 
Nk-IkiIjs Ki-esily 
Seint> Mac<.riiior 
Sfynionr Morris 
I.e. Port [>ian 
ltill> Sjndirs 
Don S;in to 
Mfn-il J Sealpone 
D. \\ . Siott 

John H. Sluehan 
l.ila-ir \ ShoafT 
Kay Sininis 
<ieori;e \. Slatir 
r. Iir>n* Spruill 
Charles I \ JO \ oorhis 
( h;irles K \\ ahlen 
llrnr\ J Wi-il 
Milton W isi 



\l <.l sr. I'M*- 



(Uiinptoii. N. \ . 

I'rt-e lanee radio. 'lA producer 
\l BS. N. ^ proji sis nijir 
CBS- I \ . N ^ 



M iit hi'll-Paiisi . Chi., vp in ehj^e radio 
Kiiilii), statie actor 

^ounti it Kiihicani. H'wooiL. protin nij^r 
llendi\-\\i*st inClio>ise Automotive Brake ad\. 

piih rel it ir 
I . S. State Dept (hdcsiii div). N. ^ .. head 
War Vssi'ts Ad inintst rti f ton . ad\ div eliii-f 
Ken>(Hi it Kekliardt. N. Y. 
Mnmni. Mnllay it Nichols, (tolnnilnis O. 
Bnrion Browne, (^hi., \p 
Uin)\0. CK^eland. act I exec 

rills. IliifTalo. acct e\ee 
M. Lodiie. S. I*. 



Barnard L. Saekvtt. Phila.. r\ script ed 
l-'ederal. N. \,. radio copywri t er 
Ad Pried. Oakland. tiniehii>'er 
Mc<'ann-l'.rickson. N. \ T\ dir 

I. enncn it NHtchell. radio ilept mfir 
Yorker, N. Y., T^' dept head 

N. W. .\yer. Detroit. \p 

Lnnke-Por( Ulan it .Xssoeiates (new). S. 1'.. piirtncr 

Dan B. Miner. L. A., radio. T\ dir 

Ad I ried. 0;rklaiul. W dir 

Mcdann-I'.rii kson. N. \ rail io prodn n>fir 

Norman Mahnie. .\kron. acct exec 

Buchanan. N. ^ .. ratlin, T\ dir 
J. NL Strauss. L. \.. vp. fien niftr 
I'rwin. Wase.w N. ^ ,. iimi'l>u\'er 
Same. \p 

N. \ Winter. Des Moines. \p 

J'uller it Smith it K(»ss. Cleveland, acci exec 

Boone. Snijji. 'IVvi.s it Walden. S. P.. partner 

II. J Weil <neN\). Buffalo, partner 
l.<n»ft. S. P.. :nct exec 




in Cincinnati, ONE station -c^Hne-d^ it 




^ In 1Q22, JoKn and Ferd HengeKoId opened a tiny tire ano 
battery sKop on historic MoKawk Place in Cincinnati, a 
semi-suburban location far from tbe city s Keavy sliopping 
traffic. Over tbe years, iKeir store became known as the 
Mohawk Furniture and Apphance Mart, Their new hnes 
demanded more traffic than the location would normally 
produce. In 1937, they inaugurated a modest 15-minute 
Sunday afternoon show, 'CANAL DAYS" over WSAl. 



Since then, they have used no 
other medium ... no ot^ier 
radio station ... no ot^ier 
program. Now a half hour, this 
show began its 12tm YEAR in 
March. Today, the Moh awk 
store draws patronage from all 
of the city s sprawhng trading 
zone . . . has 10,000 square feet 
of selling space . . . inventories 
1400 items. IN CINCIN- 
NATI. ONE STATION 
CAN DO IT... if it's WSAl! 



A MARSHALL FIELD STATION 



UlSfll 

CINCINNATI 

REPRESENTED BY AVERY-KNODEL 
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and PEORIAREA 




IS growing 
like a mushroom 




HOMES FOR 10,000 people will 
ultimately be erected in Marquette 
HeiRhts. brand new community rising 
just south of Peoria. By fall, 2500 will 
be moved in. 

NEW CUSTOMERS will shop for 
nationally advertised produas in the 
planned commercial center. 

TREMENDOUS INDUSTRIAL EX- 
PANSION is making Peoriarea larger 
and more prosperous than ever before. 



WMBD alone 

keeps pace 



„with new facilities 



Soon to be announced: new fxjwer . . . 
new transmitter . . . new theatre studios. 




The only Peoriarea station with FM. 
Now operating FM full time simul- 
taneously with AM. 




The first Peoriarea station to 
apply for television. 




$100 FOR A NAME 

(Continued from f>age 83) 

Among the strong proponents of a new 
name have been Paul H. Raymcr, station 
representative of the firm of the same 
name, and H. Preston Peters, of Free and 
Peters. Mr. Raymcr has advocated 
"sclecti\'e" as the ideal term for nationa' 
broadcast advertising on a market-byl 
market basis. Mr. Peters has used the 
name "bulls-eye broadcasting" to char- 
actcrize "spot" advertising as he sees it. 
Both Mr. Raymcr and Mr. Peters, despite 
their itsc of other names, have joined the 
1 5'man industry committee of judges. 

Spo.s'SOr, through this competition, is 
acting as a representati\c of the entire 
broadcast advertising industry. Its ac' 
tion, in initiating this campaign for an 
adequate name that will be acceptable to 
the entire industry, is taken at this time 
because little has yet been done, but much 
is in the wind, to place "spot" on a com- 
petitive basis with all other advertising 
media. 

National radio advertising placed on a 
markct-by-market basis is a full-fledged 
part of broadcast advertising that needs 
ride on no one's coat tail. * * * 



1947-1948 Contest Report 

V<»rv liiili^ ii<»w 
«liiriii;]( Uist st^nson 

Radio's best-tested contest formulas 
were the most successful during the 
1947-48 season. This was true despite 
the fact that a new type of radio "con- 
test" — the telephone quiz with a 
charity tie-in, brought to its peak by 
Ralph Edwards' Truth or Consequences 

gained tremendous popularity with 
listeners and advertisers. The basic 
reasons for the success of a straight con- 
test promotion are still unchanged. 

The Hig-time contest promoters, Proc- 
ter & Gamble, Lever Brothers, General 
Foods, General Mills, l^orden, etc., used 
the standard jingle contests, 25-word 
letter testimonials, name-selecting, and 
essay-writing, plus mild variations of 
these. The main trend was in the prizes. 
The housing shortage brought contests 
that offered listeners new homes, lots, 
and complete furnishings. The fact that 
cars are still hard-to-get resulted in con- 
tests offering new Chevrolets, Fords, and 
Kaiser-Fiazeis. Money pri:es were on 
the upgrade too. The top money prize 
of the 1937 3» radio season was a P. & 




Zanesville, Ohio 

A NEW 

MAJOR MARKET 

with 



123,400 

urban population 




FOUR CITIES in the WHIZ primary 
area (all within 25 air miles of 
Zanesville) have 123,400 Total 
Urban Population. 

City 
Zanesville 
Newark 
Cambridge 
Coshocton 



Population 
44,500 
41,400 
21,900 
1 5,600 

Total Urban Population 123,400 



ZANESVILLE is the Ninth Largest 
Trading Area in the State of Ohio with 
a total population of 272,000 and retail 
sales in excess of $182,000,000. 

AND WHIZ dominates in this rich 
industrial-agricultural trading area with 
a 60 per cent share of audience. (Con- 
Ian — November, 1947). 

NBC AFFILIATE 




John E. Pearson Co. 



86 



SPONSOR 



C. -Camay letter-writing contest that 
totalled $103,(M). In I947-4S the top 
total was the $203,725 given away by 
Pepsi-Cola in its not-tco-successful 
"Family Sweepstakes" contest, promoted 
largely through newspapers, magazines 
and, to a limited extent, spot radio. 

It is hard to say whether any single 
contest was the most successful of the 
season. Contests are designed to do 
various jobs — build listening, create con- 
sumer demand for the product, sample 
products, or create general gcod-will. 
That's why successful contests must be 
tailored to the specific task that the 
advertiser wants done. Returns alone 
do not always indica'te the measure of a 
successful contest promotion. 

From a sales standpoint, outstanding 
was Kaiser-Frazer's Newscope letter- 
writing promotion. The prizes included 
the usual merchandise and cash list 
(there were 1,360 in all) but also featured 
new Kaiser cars and big cash prizes. 
(Total value of the prize list was $135,- 
000.) Kaiscr-Frazer ad-men decided that 
the contest had to be designed to build 
interest in the cars themselves, and bring 
prospective customers into showrooms. 
The problem was solved through dealer- 
obtained entry blanks, without which 
listeners to the thrice-weekly Newscope 



program could not enter, [dealers re- 
ported, when the contest promotion was 
over, that 3,000,000 people had come 
to the auto firm's showrooms for the 
blanks. Most of them also looked over 
the new models, and listened to a sales 
talk. Kaiser-Frazer, one of the few auto 
firms not qversold, paid for the contest 
several times over in car sales. 

Last year's top contest was tlie Lever- 
Pepsodent My Favorite Brunette pro- 
motion. It proved to Lever president 
Charles Luckman that the jingle contest 
formula had the edge on other contest 



forms from both a sales and contest 
return standpoint. This season Lever 
again applied the jingle treatment to 
Arthur Godfrey's Talent Scouts on behalf 
of the Lever subsidiary, Thomas H. 
Lipton Company. The cash prizes 
totaled $15,000, with $10,(XT<) as first 
prize. Listeners had to complete the last 
line of a product limerick, and send it 
along with a carton top. Though the 
prizes were not outstanding, the contest 
pulled more than a million entries. At 
least 30 50% were from new users of 
Lipton 's Noodle Soup, and recent check- 



fl£R£ S T4iE 
PROFITS FROM 
FI£L1>Zi.£M!' 





is able to create attention for 
your product in the rich North 
Jersey market of 1,000,000 
homes. 

5000 WATTS 



.MjivIk" )<>ii think that ilhisitra- 
tioii is a ^a^. If so. yon oii^ht 
to eonic out ami sec oiir lia>- 
seocl.s <lra^ in the <Ion<![h! 
Ill \M)AV*s Ke<l Kiver A alley, 
tlie aivnige family ha.- an EITee- 
tive niiyinj; liu'onn- of $1491 
(l9H). The averajio in •■hooiii- 
inji*' lialifornia is §.'5771. in 
huliana it's .S36991 hi the part.s 
of Xorth Dakota nut .servo*! I>y 
VTDAY. it's .s.'{8IO! 
W DAY is one of tlie few stations 
vwn heard thron^liont tlie l{o<l 
River ValU'v. In Fargo, our 
share of tlie au<lientH' vva.s 3-^2 
limes that of Station l\. In onr 
primary area, our sliare of the 
andienee vas 5 times tliat of 
Fargo Station \i. (Coiilan. May). 
Don't yon think our story de- 
serves voiir eons'i<leration 




FARGO, N. D. 

NBC • 970 KILOCYCLES 
5000 WATTS 




FliEK&Pm,l\a 



the radio station of the 
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SAVE A CHILD-SAVE THE FUTURE 




You can fce/p-you must help! 

YOUR GIFT TO THE CRUSADE FOR CHIL- 
DREN WILL BE PART OF A UNITED EFFORT TO 

Raise $60,000,000 for relief 



As yoii read this, millions of 
children are star\ing. Dozens 
will die before you finish. 

To keep as many as possible alive 
and to help them to normal growth 
and normal thought, members of 
liie United Nations are making a 
unified appeal for your help. Every 
country is doing what it can. 

In liie I'. S. A. this appeal is 
called tiie Crusade for Children and 




twenty-six established relief agen- 
cies are represented. These agencies 
are making a single request for aid, 
and they will share your contribu- 
tion. 

Sixty million dollars arc needed 
— now. There is no lime to lose. 

When you save a child, you save 
the future. So give what you can, 
and give nou 



CRUSADE FOR CHILDREN 

mmm overseas aid -united nations appeal for children 



^/o/^ono/ Headquarters 

as 



39 Broadway 



"w York 6. N. Y. 
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lips at point-of-sale show that rcfieat 
sales are holding up well. 

Procter & Gamble, perhaps the leading 
user of radio contests, stuck pretty close 
to the 25-words-or-less formula that it has 
employed through the years as a part 
of the continuous sampling of P. & G. 
products. To tie-in with housewives 
spring cleaning sessions, a $50,000 Treasure 
Hunt promotion was conducted on four 
P. & G. afternoon NBC soap operas, and 
on ABC's Breakfast in Hollywood. The 
prize money was hidden in a well-known 
city, and listeners had to identify the 
location through clues given on the pro- 
grams. Dealers came in for their share, 
too. Contestants were asked to give 
names and addresses of dealers who had 
helped them fill out their official entries. 
Thus, the dealers featured the special 
"spring cleaning" displays of P. & G. 
products and contestants submitted the 
usual P. & G. product sentence: "I use 
Procter & Gamble products for house- 
cleaning because . . ." The promotion 
was over-all — the complete line of P. & G. 
housccleaning products (Spic & Span, 
Duz, Dreft, etc.) were featured in point- 
of-sale displays, and in the supporting 
advertising in newspapers and Sunday 
supplements. Boxtops from any three 
different products in the group had to 



KBIW 



ANY WAY 
YOU LOOK AT IT . . . 

KNOXVILLE'S BEST BET 

is 




Represented by Donald Cooke, Inc. 



accompany each entry. Tfie timing ol 
the contest promotion was ideal. Total 
returns were estimated at 1,500,000. 
Sales of P. & G. housedeaning products 
during the annual spring cleanup jumped 
10^ to 35% in groceries and chain 
stores. Other P. & G. contest promotions 
(the soap firm runs about 8 to 10 a year) 
ran the gamut froin the Camay $25,000 
"Name-the-girl-on-the- Camay - wrapper" 
contest to the Ivory 5-week "Cutest 
Baby" contest. All featured the 25-word 
letter. 

Listener contests promoted by the 
networks were productive last season. 
The largest of these was the ABC Memory 
Tune contest on the Paul Wliiteman 
Record Club. ABC promoted $22,650 



worth of merchandise prizes for the hour- 
long, multiple -sponsor network disk show. 
Four weekly contests, tied-in with a 
fund raising drive for the American 
Council on Rheumatic Fever, gave away 
everything from a Kimball grand piano 
to a Philco television set. The show's 
rating, during the run of the pro|X)rtional 
campaign (an ad in Life, local ads by 
ABC stations, courtesy spots, etc.) was 
raised nearly 33%. Some $65,000 was 
raised for ACRF. That the show did 
not maintain its boosted rating once the 
promotion was over was not the fault 
of the contest. Network disk jockeys just 
don't compete well with the local variety. 

Other successful air contests in the 
1947 48 season were geared to program 



SOUTHW ESTVIKGIiMA'S^^IO/fee^ RADIO STATION 




Retail sales in WDBJ's daytime coverage area 
exceeded $850,000,000 in 1947, nearly double 
1946. In the part of this rich market where WDBJ's 
listenership is 50-100%, retail sales exceeded 
$500,000,000. You can cover this fast growing 
market of R oanoke and most of Southwest Virginia 
with WDBJ alone, and the cost is surprisingly low. 

x\xk Free & Peters! 



■ SM^^^^^ I CBS • 5000 WATTS • 960 KC 

■^|H H iH^E I Owned and Operated by Ihe y^7^-~X 

HflB^ ■ TIMES-WORLD CORPORATION J W 

WW IF WmW ROANOKE. VA. ff%S^ 

FREE & PETERS, INC.. National Representatives ^Jw 
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SELL 

No. 1 Market 

IN THE 

South's 
No. 1 State 

• WINSTON-SALEM 

• GREENSBORO 

• HIGH POINT 

WITHIN OUR 
PRIMARY + AREA 

210,200 PERSONS 

$179,469,000 
IN RETAIL SALES 

$283,685,000 
IN BUYING INCOME 

We Lead Day and Night 
in this Ricli Tri-City Market 

WRITE FOR OUR BMB DATA FOLDER 

^ WINSTON-SALEM ^ 

THE JOURNAL-SENTINEL STATIONS 




AFFIUATC 
R«»r«»«nt«d by 
HEADLEY.REED COMPANY 



and product. Cud.iliy Packiiij; Company , 
introduced their post-war Old Dutch 
Cleanser on Nick Carter with a jinfilc 
contest that gave away 20 new Fords, 
and $2,500 in cash, liorden pulled nwre 
than a million reti'rns on a radio-pro- 
moted contest to name the new baby of 
their "Elsie the Cow" trademark. Gen- 
eral Foods built consumer acceptance for 
Birdseye frozen peaches with a $10,000 
letter-writing contest, and reversed a 
slump in the frozen foods sales. There 
were many others. 

Not all radio contests click. A lot 
of advance testing and planning is 
needed to insure success. For radio 
advertisers, however, a well-promoted, 
well-conducted contest can be productive 
of both sales and increased listening. * * * 

Who Owns What? 

I*ii«*kii;j;<^ Sli<»\vs 
lii<*r<»:is<» 

Independently owned package shows 
being siX)nsored on coast-to-coast net- 
works are on tiie increase. Fifty-one and 
a half per cent of the commercial shows on 
the air in June were bought by either 
client or agency complete and ready for | 
airing. This compares with 41.6% when ' 
SPONSOR checked last December. 

This trend was at the expense of 
agency-built vehicles, which has dropped 
from 30.5% to 20.8% since last year. In 
a certain sense, the swing toward buying 
independent packages is also at the ex- 
pense of network-built packages. In 
spite of the efforts of web program depart- 
ments during the last year to come up 
with new ideas and talent, the percentage 
of sponsored chain-built shows remains 
virtually unchanged. It's 16.2% as 
against 16.3% at the end of last year. 

The percentage of station and client- 
owned programs hasn't changed percep- 
tibly during the year. Stations now have 
1 .2% of web commercial shows as against 
a former 1 .8%. Sponsors now own 10.6% 
as against 9.8% last year. 

There are gcod reasons for the trend 
away from agency-built and controlled 
shows. Independent packagers are in a 
better position to produce and sell to the 
networks shows on a sustaining basis. 
This provides the valuable opportunity 
(shared also by chain-built programs) to 
build acceptance while awaiting the 
hoped-for sale. An agency can buy such a 
package and at the same time act in a 
supervisory capacity. It may virtually 
ccntrol the show from story line to cast 
without the cost or responsibility of a 
complete production staff. • • • 



-THE KEY TO- 




MINNESOTA'S IMPIE MARKET 



* 350,000 INTERNATIONAL visitors 

* 34,000 METROPOLITAN residents 

* 87,200 RURAL coosumers in the primary 
coverage area. 

NBC 

Minn. Network 
N. W. Nirtwcrk 
Southern Minnesota's Oldest Radio Station 
Establiihed 193 f 

IN ROCHESTER, MINNESOTA 

|.4<itionally rc^rzszntcd by the John E. Pearson Co. 



EVERYONE 
DIALS TO 



KROC 



AIV2 

BILLION 

DOLLAR MARKET 

spread over two siaies 



Take our BMB Audience Cover- 
age Map, match it with the 
latest Sales Management "buying 
power" figures, and you'll see 
that KWFT reaches a billion and 
a half dollar market that spreads 
over two great states. A letter 
to us or our "reps" will bring 
you all the facts, as well as cur- 
rent availabilities. Write today. 




THE TEXAS-OKLAHOMA STATION 

Wichlli Fall!— i.OOO Walli— 620 KC— CBS 
Represented by Paul H. Raymer 
Co., and KV^FT, 801 Tower 
Petroleum BIdg., Dallas 
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FM POINT OF SALE 

(Conlmucd from page 31) 

Tlie turning on of tlie receivers in the 
stores cnn also be controlled by a pulse. 
Thus, a nonstorecasting sponsor may be 
permitted to buy time on an FM-store- 
cast station during the period normally 
devoted to storecast commercials, the re- 
ceivers in the stores being turned off so 
that only the FM homes will be able to 
dial the program. During the storecast 
hours, the FM stations will be a dual 
operation. The sponsor will buy the spot 
commercial from the station for home re- 
ception and will purchase separately the 
facilities of the point-of-sale advertising 
operator so that these commercials may 
be heard in the supermarkets. The point- 
of-sale broadcast advertising operator will 
own the equipment in each store, will 
merchandise the storecasting, and will 
service the storeS). 

Retail food merchandising through 
supermarkets has to operate without 
active salesmen. It is automatic merchan- 
dising, almost as autcmatic as a vending 
machine. Storecasting has proved that 
it can overcome the lack of live on-the- 
spot selling. Individual manufacturers 
like Swift have special case history 
studies of what in-store broadcasting has 



been able to do for tlieni. Sales of Swift's 
Meats for Babies were increased in First 
National Stores in New ILiigland (Hart- 
foid. New Haven, and Bridgeport areas) 
over I0()''o. The average increase in 
sales for a storecast advertiser, during the 
latter year of the two-year test, has been 
65%. The stores themselves increase 
their volume 5%, with music. I low 
much 5% can be is best indicated by the 
fact thai the Norwalk, Connecticut, 
First National supermarket grosses over 
$3,0()(),0()0 a year. 

This First National giant is equipped 
in the manner that all future Stoiecast 
Corporation-served markets will be. The 
speakers are hidden underneath bins. 
They are angled so that the sound hits the 
shelves opposite the bins. It bounces off 
these shelves to ear height. The speakers 
are located at intervals so frequent that 
there are no spots in the store where the 
airing is too loud or too soft. 

Surveys have been made by First 
National to determine consumer reaction 
to music in its giant markets. Not every- 
bod>' liked it — 6% preferred shopping 
without it, 7''o were indifferent to it. The 
rest, 87' c, indicated that if they had to 
choose between shopping with or without 
music, they'd go to the market that had 
it. There weren't as many who admitted 




We have a HOT HOOPER 

in CHATTANOOGA! 

MORE Chattanoogans will tune in for 
new sparkling summer programs this 
month and the summer months to come. 
It's good listening, and good SELLING 
day and nite on 

WAPO 

A ffiliated with 

National Broadcasting Company 

Represented by 

HEADLEY-REED COMPANY 





FIRST 



in the 




The 40th retail market 

DAVENPORT 
ROCK ISLAND 
M 0 L I N E 
EAST MOLINE 





"FIRST to broadcast 
to 'shut-Ins'." 




5,000 Walls, 1420 Kc. 
BASIC NBC Affiliate 
Col. B. J. Palmer, Pres. 

Buryl Lcttridge, Mgr. 

DAVENPORT, IOWA 

National Representatives: 
FREE & PETERS, Inc. 
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Wild Indians 
could.i't keep 'em 
from listening to 

WMT 

in Tama (IOWA) 




liking the commercials but 66^^ stated 
that they found them iistful. The re- 
searchers nuking the study annotated 
this figure with the remark that it was 
evident that the women generally did not 
want to indicate that they were influenced 
by advertising in making their selections. 

Indicative of the effectiveness of store- 
cast commercials is the fact that often 
women leave their valuable place in a 
check-out line to add something about 
which they have just heard, to their pur- 
chases. (Losing a place in line at peak 
shopping hours may mean a loss of from 
20 to 30 minutes.) 

Emplo>'ees and employee relat ions are 
important to chain store operations - vote 
99^ in favor of music in stores. Clerks 
and check-out girls in chains some of 
whose stores receive storecasts frequently 
ask if there is music in the store to which 
they are being transferred and have been 
known to resign rather than accept a 
transfer to a "silent" market. Realizing 
that the advertisers make the service 
possible, store managers and clerks are 
apt to give better locations and better 
servicing to the products sold on store- 
casting. 

The best-integrated storecast operation 
doesn't depend upon store personnel 
good-will for the posting of panel signs 



and stocking of store shelves. Storecast- 
ing would fail if product distribution 
wasn't adequate, if the products were 
hidden in inaccessible corners of stores. 
Operations like Storecast Corporation 
maintain a field staff to make certain that 
the products advertised are in good sup- 
ply, well displayed, and have effective 
panel signs. In some areas a regular 
Nielsen-type audit is maintained so that 
the movement of the product from ware- 
house to supermarket is regulated by the 
movement of the product off the store 
shelves. 

Duringthepast twotest years, Storecast 
maintained a control set of stores so that 
sales in a store served by music could be 
checked against a similar store not so 
serviced. It is not planned to use this 
"control" operation in new areas, nor to 
continue it in present areas when the shift 
is made from telephone wire service to 
FM. This shift is scheduled for 1 October 
in New England and 1 January in Phila- 
delphia. In Philadelphia the Baltimore 
Markets (33) and the American Stores 
supermarkets (lOD) are serviced. In 
New England 63 First National giant 
markets are Storecast-equipped and an 
additional 57 receive Storecast merchan- 
dising service. These latter 57 will no 
doubt also have Storecast programing 



. . . not thai lhe\'d li), for even the 
Indians haven't any rrser\ alioiis al)Out 
W'MT's solid programming. ( To tell 
tlie truth, the Sacs and Foxes who in- 
liahil llie nearby .Mes.(|uakie Ueservation 
are really lama liian they are wild). 

When \ou want to reach Tama's 
Solid cili/rns — and ihc 105" oliicr 
prosperous farm and industrial com- 
imrnilic.5 williin \\*MT"i 2.5 .MV line, 
whoop it u)) on Ea.-^lrrn Iowa's only 
CHS oullel. A«k the Kalz man ahoul 
W M Ts 33.()."?0,()()() acre \]\\V, coverage 

in one of llic richest markets in 
the world. 



WMT 

CEDAR RAPIDS 

5000 Woltj 600 K.C. Doy & Night 
BASIC COLUMBIA NETV^ORK 




WGTM 



W I L S -O N I 
NORTH CAROLINA j 

WEED & CO., Ndlional Repicsentatlves 
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^.MMtSOTA'S Bt" 

lOWtST COST! 



Do you want fancy talk ar results? There's 
only ane answer. That's why we're sure 
you'll want ta ask a Farjae man ta make 
good on the statement above. And make 
goad he con! Because WMIN does deliver 
listeners at lowest cost in the Mefrapalitcn 
Minneapolis-Sainf Paul Market where 
nearly half Minnesota's retail sales are 
made. And WMIN gives yau high-power 
FM af na extra cast. Ask Farjae about 
WMIN. 



WMIN 



ST. PAUL • MINNEAPOLIS 

mPIIESENfED IT FOmOE A COMPANT 




on JOHN BLAIR 
STATIONS! 



JOHN 
BLAIR 

V COMPANY 



REPRESENTING LEADING RADIO STATIONS 
St. Louis • Lot Angeles • San Francl$ci»J 





wiien the shift is made to FM. The prob' 
Icm of telephone lines cost made their 
servicing uneconomical up to now, but 
they were merchandised in order to give 
the Joselofl operation something big 
enough"* to interest national advertisers. 

With FM, storccasting can he nation- 
wide as quickly as stores are equipped to 
receive the programs and stations con- 
tract to program foi stores. The change- 
over from normal FM station programing 
won't be very dillicult because most suc- 
cessful independent station operation is 
based ui-khi block-programed music. 
Storecast scheduling is a particular type 
of block programing. Stations when they 
contract with Storecasting are guaranteed 
a minimum amount of revenue per year. 
Besides, thej- reach a new audience for 
themselves, since every half hour the call 
letters of the station are heard in the 
stotes. If the store customers like what 
they hear, the> are more than likely to 
want it at home also. 

Storecasting isn't being permitted, like 
Tops}', to just grow. In New England a 
program, Mr. an.i Mrs. Storecast, was 
broadcast daily over WNAB, Bridgeport. 
Not only did it sell the idea of shopping to 
music but it carried participating adver- 
tising by the advertisers using the Store- 
cast service. It's no longer needed up 
Yankee way but it's likely to be pre- 
sented in each new territory Storecast 
Corixiration enters. 

Storecast Corporation is not without 
competition. In Chicago, Owisumers' 
Aid serves 100 markets in the Jewel Tea 
chain. 

The trial and error point-of-sale broad- 
casting period has been paid for by Store- 
cast Corporation. They've proved the 
medium. Others will take up from here. 
There's a great deal of know-how in 
storecasting, and the top of the savvy is 
best expressed by George Hennessy, ex- 
ecutive vp, who says, "Food mcichandis- 
ing isn't learned overnight. Storecasting 
is food merchandising at its most exacting 
point. W'e have made errors during the 
first two years and corrected them, but 
don't get the notion that we feel that 
we've licked every problem. There'll be 
a new one tomorrow that no one has even 
thought of today. 

"What do we do when the world series 
is on? 

"We give them the games." 

The ultimate in good merchandising is 
never reached — in or out of FM store- 
casting. . . » 



*Siiirp the cosi of reaching the 57 stores Ity tele/thone line 
woultl Ite prohihiliee, ttiey were merchandised only to 
keep tile storecast nfrchtxndising package large enough 
to interest national adrerti.iers. 



He who 

pays the 

piper... 




. . .calls the tune 

and on WATV it's the merry 
jingle of cosh registers when 
your product reaches the thou- 
sands of to^ff!5?<MgS tele- 
vision fans who daily at five 
line up to follow Uncle Hal's 
film funnies and cartoons. 



WATV 

Channel 
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Spotlight on "Spot" 

Early in radio's cidvertising career a 
new word was born. 

The word "spot" was created by adver- 
tising agency man Stanley Boynton of 
Detroit to designate broadcast advertising 
placed on an individual market basis. He 
used it in an ad prepared for Scott \ lowe 
Bowen, dean of station representatives. 

There was nothing wrong with the term. 
Asa matter of fact, there v^'ere brevity and 
simplicity to commend it. But somewhere 
along the line it took on a double meaning. 
It became not only a designation for an 
important segment of broadcast pdvcrtis- 



ing, but it began also to mean "announce- 
ments," "chain breaks," "jingles," and all 
the short subjects that appeared on the 
sponsored scene. 

Unfortunately, the narrower concept 
caught on most widely with the buying 
end of the advertising fraternity; the 
broader definition was largely overlooked. 
The fact that "spot" meant all of broad- 
cast advertising on an individual market 
basis, whether programs or chain breaks, 
didn't quite register. 

Several years ago some men in the sell- 
ing end of broadcast advertising sensed 
the confusion and misunderstanding oc- 
casioned by the term and urged a change. 
They proposed a contest for a new name 
to be conducted by the NAB, but it 
never got rolling. 

Last fall station representative Pauf 
Raymer tcok further action. He can- 
vassed broadcast advertising buyers for 
their understanding of the word "spot." 
When the response showed that the vast 
majority understood it to mean only the 
"announcement" phase of what he had to 
sell, he decided that the time had come for 
action. He proposed a change to the word 
"selective," and carried through a forceful 
promotion campaign to plant the idea. 

He put across his basic premise. Among 
others, sponsor quickly realized the wis- 
dom of finding a new term for "spot" in its 
broader aspect. Editorials were carried in 
several issues advocating a new name. 

After many months, and much factfind- 
ing, spo.vsoR has decided that the best 
way to get a new name is to invite the in- 
dustry at large to participate in a compe- 



tition to select it. A notable group of 
fifteen people were asked to serve as 
judges; all fifteen have accepted. Among 
them is Paul Raymer, who has unselfishly 
buried his interest in the word "selective" 
to help in the quest for the best name to be 
found. Another is H. Preston Peters, head 
of the station representative firm of Free 
& I'eters, who has been just as industry- 
minded in putting aside the term "bulls- 
eye radio" he has publicly advocated. 

Internalional Broadcasting 

For some years before World War 1 1 the 
senior networks (NBC and CBS) regarded 
international broadcasting as a logical 
phase of their expansion. Both chains 
spent large sumsof money developing net- 
works of the Americas with the thought of 
eventually transmitting commercial pro- 
grams from Mexico to Cape Horn. 

Now that is all over. CBS has dis- 
banded its international division and 
there is no desire at NBC to even talk 
about it, due to recent governmental dis- 
closures. This is tragic. Nowhere in the 
world does the United States free enter- 
prise system need selling more than in 
South America. American business is los- 
ing its opportunity to present its story. 

The networks will not of themselves re- 
vitalize their international operations. It's 
up to American business to say it with 
dollars to the chains; to tell them that 
they're willing, ready and able to sponsor 
broadcasts not only to South America but 
to the world. 
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SOAP SETS A DIFFERENT PATTERN 



The fault that advertisers find with broadcast advertising is 
the manner in which they use it rather than the medium it- 
self Several great corporations are cutting their radio bud- 
gets. Their announced reason is that the medium is not 
flexible. Other corporations, sometimes in the very same fields 
in wliich competitors are making drastic broadcast advertising 
budget cuts, are expanding their use of the medium. The firms 
that are reducing their expenditures think of broadcasting as a 
medium that can't measure up under selling pressure. Factu- 
ally it's the manner in which they have employed the medium 
that is inflexible that doesn't deliver sales. It's sponsor's 
K'lief that broadcasting is as flexible as an advertiser is willing 
to make it. 

This fall there will be a number of sponsors who will change 
their use of the medium drastically. They'll prove that broad- 
casting is flexible. Lever Brothers has a big stake in a number 
of imixirtant program*. It was rumored that it wasn't going to 
renew l^ob Hope for I'epsodcnt. He's high-priced talent. The 
sale of t()()thpa>ite is tapering olf from its 1947 high, so Pepso- 
dent no doubt wondered if it could afford Ho|x\ What Lever 



Brothers (Pepsodent's parent company) did, is what many in- 
telligent users of broadcast advertising can do. They continue 
to hold both Hope and the time period for which he has de- 
veloped high listening, meanwhile shifting the selling on the 
program to another product. Lever Brothers will be fighting 
harder than ever to keep itself a leader in the soap, cosmetic, 
and food fields. It will put more "sell" into its advertising 
copy. It will use broadcasting with all its flexibility (pages 
25 27). 

The soap industry, with the exception of Colgate-Palmolive- 
Peet, will do very little drastic radio budget cutting this fall. 
Even Procter & Gamble, which less than a \"ear ago warned 
the broadcasting industry that it was becoming a costly 
medium, will only rearrange, not materially cut, its budget. 
P&'G will be investing a sizable sum in films for telecasting, 
with plans to get into TV extensively early in 1949. 

Broadcasting is still the most productive medium through 
which soap can be sold. Soap merchandisers generally know 
and acknowledge this. What's true of soap can be true of 
most products that are sold to mass audiences. 
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Buying radio programs on the basis of percentages alone 
is closely akin to "buying a pig in a poke". Markets are 
people, not percentages. Ratings have meaning only in 
terms of homes reached, and ratings are projectable only 
to the segment of the population represented in the sample. 

That's why WLW — with its -{-state Merchandise-Able 
Area almost evenly divided between rural and urban lis- 
teners — adopted the Nielsen Radio Index. And that's how 
advertisers know exactly what they are getting for their 
advertising dollar on WLW. 

The NRI is an accurate cross section of all the nearly 
5V4 million radio homes within WLW-Land. It provides 
a scientifically accurate picture of all listening, minute-by- 
minute. Thus an advertiser knows the total listening audi- 
ence, his share of the audience, and the total number of 
homes reached per broadcast. 

But that isn't all. Nielsen also reveals the Cumulative 
Audience— the number of different homes reached by one 
or more programs in a series of broadcasts. It is not the 
same people who listen to successive broadcasts — the 
audience is fluid. With each successive broadcast the 
advertiser reaches new listeners, as well as many of the 
same listeners. That is the manner in which radio is 
bought and sold, and the manner in which people listen 
to it. 

That's why the Cumulative Audience is of extreme im- 
portance to the advertiser. It enables him to know the 
total number of home impressions made by this advertis- 



ing in a series of broadcasts . . . and the cost per home 
impression. 

For example: a morning newscast on WLW had an 
average per broadcast audience of 229,000 homes, Monday 
through Saturday, during four measured weeks of listening 
in February-March, 1948. But in the course of a week 
(6 broadcasts) this program reached 448,000 different 
radio homes. The average home reached heard 3.1 of the 
six broadcasts — accounting for 1,388,800 home impressions 
at a cost of only Si. 25 per thous.ind home impressions. 

For further details, contact your nearest WLW Sales 
Office in Cincinnati, New York or Chicago. On the >X'est 
Coast, see the ICeenan & Eickelberg representative in Los 
Angeles, San Francisco or Portland, Ore. 




THE NATION'S MOST MERCHANOISE-ABIE STATION 




*.A COMBINATION THAT COPPED 




for Cleveland's Chief Station 

The combination of WJW's potent "prpgramming and its 
scene-of-action broadcasts of the Indians ball games . . 
at home and away . . . has made it the favorite statjpn in 
t|ie great Cleveland market. All through the week, Sun- 
day through Saturday, a,cc<Srding to latest ratings, WJW 
fakes top spot across the board.' 



For your share of these audiences . 
Headley-Reed. 



phone or see 



WJW 
Broadcasts of 
Indian Games 
make it most 
listened to stotion 
in Cleveland! 




BILl O NEIL, Prcsidenl 
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BASIC 

ABC Network 

REPRESENTED NATIONALLY BY HEADLEY 



CLEVELAND 



850 KC 

5000 Watts 

REED COMPAN 



